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OOK how effectively the new Insulite 
SHINGLE-BACKER achieves rich, new beauty 
for shingled exteriors! See how easily it solves the 
problem of uniform exterior shingle application! 
The long 48-inch panels cover a lot of space — 
fast — and provide a firm, smooth undercourse 
that makes it easy to match the outside processed 
shingles with uniform deep-line shadow beauty. 

Only a few seconds time and just 4 nails give 
you a strong, wind-resistant, uniform under- 
course that ordinarily requires many miscella- 
neous shingles, many nails and much longer time 
to apply. It saves man-hours, eliminates waste 
. .. and in many cases the total applied cost is 
surprisingly less than the cost of standard double- 
coursing procedure. Insulite SHINGLE- 
BACKER is made of genuine waterproofed 
Graylite—asphalt-impregnated throughout. It is 
equally effective for shingling on wood sheathing 
or Bildrite Sheathing. Ask your Insulite represen- 
tative to give you all the facts. 





RESISTS WINDS BEYOND 250 M. P. H 


Complete instructions show how to use the new Insulite 
application system for applying shingles over Bildrite 
Sheathing with the new SHINGLE-BACKER. Test 
panels, using this system with “Stronghold” grooved nails, 
have resisted air blasts of more than double hurricane 
velocity in laboratory wind tunnels—without the loss of a 
single shingle. Holding strength with plenty to spare! — 
plus extra insulation, plus assurance of uniform, attractive, 
exterior beauty. 


Write for Complete Information! 


MINNESOTA AND ONTARIO PAPER COMPANY 
MINNEAPOLIS 2, MINNESOTA 


“Reg. T. M. U.S. Pat. OF. 
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1—Organization of an integrated and articulate construction industry 
which will provide more and better building products to consumers at 
lower real costs with fair wages and profits to all who serve in the in- 
dustry. 2—Coordination of all production, marketing, research and 
professional activities concerned with the development, sale, and delivery 
to the consumer of building products—including the functions of the 
manufacturer, wholesaler, retailer, architect, realtor, contractor, me- 
chanic, financier, association official and public servant. 3—Identifica- 
tion of the building products merchant as a central headquarters for the 
industry’s consumer selling activities in the local community. 4—Per- 
petuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 5—Informative, educational and 
merchandising-minded journalism and service toward these ends. The 
Editors. 
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Foundation washed 


Only CELOTEX Insulating Sheathing gives 









you these big selling advantages 


7 It is the ONLY sheathing made of long 
Louisiana cane fibres—nature’s tougher, 
stronger “long-life fibres” that literally defy 
decay. 


"2 \t is the ONLY sheathing protected by 
the exclusive (patented) Ferox® Process 
against fungus, dry rot and termites. 


3 Stronger, more rigid than ever. Builds, 
insulates, protects—all at one time, at one 
low cost. Yet, applied, it COSTS NO MORE 
than ordinary sheathing! 


4 DOUBLE-WATERPROOFED inside by in- 
tegral treatment that coats every single fibre. 
Outside by asphalt coating. Yet has over 
twice the vapor permeability requirec by 
government agencies! 


5 Faster, easier, thriftier to apply than of- 
dinary sheathing. Negligible waste. No 
building paper needed. 


6 Backed by the sales power of the fa- 
mous Celotex name—for over a quarter cen- 
tury The Greatest Name in Insulation 
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WASHINGTON REPORT 





{he Economic Stabilization Agency has made a 
start on the long-expected controls of prices 
and wages. These preliminary orders are to 
be temporary; curtain raisers for the big show 
still to come. For the record, here’s a summary 
of sorts. The first of the two fixes has to do 
with ceiling prices for all goods and services, 
save for the items put out of reach by the 
defense-production law. 


The ceiling for each controlled item is the high- 
est price the seller got, or asked, in the base 
period from Dec. 19, ’50, to Jan. 25, 51. There’s 
allowance for differences in mark-up as be- 
tween wholesale and retail sales and the like. 
But in each class the price is to be constant. 
The formula of the highest price is to be ap- 
plied at all sales levels, from manufacturer 
to retailer. 


Records: The seller must preserve and have 
available for official examination the records 
of his base-period selling prices; also the net 
cost of each commodity, at or just before the 
base period. “Categories of Commodities”: on 
or before March 1, ’51, he’s to fix up a group 
list of the items sold or offered for sale during 
the base period. Then, just to make it good, 
he’s to fix up a ceiling price list of all com- 
modities, delivered or offered, during the by 
now tiresome period. Three questions: What 
was it? What did it cost? What did it bring? 
This stuff about records has an echo of NPR 
580; remember? The similarity has started the 


unconfirmed rumor in Washington that, when | 


the freeze melts off, the old soft-goods pricing 
formula may be used in figuring itemized and 
individually tailored ceilings. The special or- 
ders, one rolling back automobile prices and 
the other making a percentage reduction in the 
price of hides, are not affected by the freeze. 
Each will remain in effect until individually 
amended or withdrawn. 


The wage regulation provides that nobody gets 
paid more than he was getting on Jan. 25, ’51; 
unless the Wage Stabilization Board gives 
prior approval. That prior approval thing is 
the one to watch. The wage-control order is to 
be “flexible ;” and there’ll have been some king 
size flexing done before you read these lines. 
Some pay increases, already negotiated but 
caught in the freeze because effective dates 
came after January 25, will be cleared by the 
WSB. A good many labor-management con- 
tract negotiations got stopped by the freeze 
and had to wait for a WSB policy statement. 
There seems to be a lively catch-up policy to 
permit employees, whose pay hasn’t kept up 
with the parade, to have a try for more ma- 
zuma. Usually up to 10 percent. 


The government dreaded putting controls over 
the national economy; feared it would slow 
production, knew it would start the phoney- 
market stuff, was certain it would create a 
tough policing problem. When the ESA threw 
the book, or maybe it was just the index, at 
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inflation, it had something less than 1,000 
—— on its staff. During the late war, the 
OPA had more than 60,000; and it got all but 
overwhelmed by the job of trying to police 
prices and rationing. Slight wonder the gov- 
ernment feared it might lose the current game 
before it could field a team. 


high-level conference held about the middle of 
January decided the risks of a garrison econ- 
omy had to be taken. The ODM worried over 
the possibility that ungoverned inflation might 
destroy the defense program; a grim chance 
and no longer merely the yak-yak of bar- 
room economists. Then the anger of people 
with fixed incomes over rocketing cost-of-living 
prices built up a not much publicized but 
plenty hot pressure on the Hill. “The power 
of the law must be invoked,” said Wilson, of 
ODM. “It must be used for allocation of ma- 
terials, for prices, rents and wages—for what- 
ever controls are necessary to prevent infla- 
tion, to promote production for defense and to 
provide a fair distribution of commodities.” 


The spiral had to be cracked somewhere. The 


wage-price orders were stop-gap affairs, to buy 
time for the agencies to try for really work- 
able formulas. The success of the effort, if 
any, lies in the future and will turn upon the 
workability of those coming formulas. Up to 
now, it may be said reluctantly, the results 
are not so good. The present controls, says a 
well-known member of this industry, in Wash- 
ington, are the most outrageous frauds ever 
perpetrated by the government on the Ameri- 
can housewife. 


Forest Products Controls: At this writing no one 


has been appointed to manage Forest Products 
for the ESA. A mystery of sorts. Numbers of 
qualified persons have been coming to Wash- 
ington on request; but just as the appointment 
is about to be announced, everything fades. 
Something in this henhouse besides us lumber- 
men chickens, seems like. 


Administrator Foley, of HHFA, indicates there’s 


hardly a prayer that Federal credit limitations 
on residential building will be relaxed soon. 
However, the industry expects something to be 
worked out for defense housing in important 
production centers. A Federal Reserve official 
is reported to have told the Mortgage Bankers 
Association that emergency mortgage credit 
restrictions now applied in residential building 
will be extended to cover commercial construc- 
tion. Commercial building was halted until 
February 15. After that date it’s to be put on 
a permit system. 


Materials enough to permit builders to put up 


850,000 new residence units this year. It’s not 
authoritative enough to use as collateral at the 
bank; but the statement comes pretty straight 
from the government cookhouse. That 850,000 
figure is the one frequently mentioned by gov- 
ernment men. 




















Dealers everywhere find that a full size 
“sample” garage with a Strand overhead 
door, well-placed in the yard, steps up 
sales of all garage materials. Other 
dealers have found that merely building 
a garage opening, complete with Strand 
door, serves the purpose successfully. 
To go-getting dealers who want more 
sales we offer a big “special” on the 
full-size Strand all-steel Display Door 
pictured. It’s painted white with two- 
color lettering. Available in 9 x 7’ Re- 
ceding (track) type; or in 8’ x 7’ Receding 
(track) or Canopy type. Order Strand 
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Display Door from your jobber—fea- 
tured now for a limited time only—at 
$25, f.o.b. Newport, Ky. 


Builders and owners (and their wives, particularly) 
get a ‘kick’ out of trying this Door for themselves, 
and discovering its easy opening and closing action. 


They’re instantly sold on the rigid, welded all-steel 
one-piece construction that makes this door a stand- 
out for strength and lifetime durability. 


A heavy galvanized zinc coat, plus high temperature 
heat treating, protects the Strand Door against rust, 
and provides an excellent base for paint without 
special priming coat. 

Builders like this important feature: Strand door 
saves a lot of installation time. The one-piece door 





Win favorable attention of customers by dis- 
playing the new 9’ x 7’ Strand Door, above. 


leaf eliminates field assembly of single doors. Hard- 
ware is factory assembled, and easy to install with 
simple tools. 


There are now 4 types of Strand Garage Doors:— 
(1) New 9’ x 7’ Receding (track) type with horizontal 
lines (2) 8’ x 7’ Receding (track) type (3) 8 x 7’ 
Canopy type (4) Double-Garage-Door, Receding 
(track) type, for 16° x 7’ opening unobstructed by 
center post. 


Order Strand Doors for your stock—and the Strand 
Display Door— from your jobber, or mail the 
coupon if you need more information. 


STRAND GARAGE DOOR DIVISION 
Detroit Steel Products Company 
Dept. AL-2, 2244 E. Grand Blvd. 
Detroit 11, Michigan 


(0 Please rush full information about Strand all-steel Garage 
Doors for 9’ x 7’, 8’ x 7’ and 16’ x 7’ openings. 


0 Also send more information about your proposition on a 
Strand Display Door. 


| am a [ Builder [) Dealer [ Prospective Owner [] Other 
NAME__ 
ADDRESS 
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NEWS BRIEFS 





Wage and price freeze has raised these questions: What is 
the retailer’s ceiling price if he did not deliver the article, but 
only offered it for delivery during the base period. The answer 
to this one, says the Office of Price Stabilization, is that the ceiling 


price is the offering price. 
* * 


Here’s another question of interpretation, pertinent to you 
dealers: What provision is made if the retailer sold at different 
prices to different customers? And the OPS answer: A retailer 
is entitled to charge all his customers the highest price charged 
period (Dec. 19-Jan. 25). However, if the retailer normally gave 
lower prices for larger quantities for special groups of customers 
or under different conditions of sale, these lower prices or dis- 
counts must be continued. 


* ¢€¢ * 


No price rollbacks on lumber will be expected for some time, 
according to Norman P. Mason, former NRLDA president. Norm, 
as a director of the U. S. Chamber of Commerce, has been in close 
touch with high administration authorities. He believes dealers 
will find a sizeable market for materials essential to defense 


projects. 
* * * 


Copper curb is first order to have builders up in arms. Bill 
Levitt, whose Levitt & Sons completed 15,044 homes on Long Island 
in the last three years, says NPA Order M-12, which bans use of 
brass mill products in civilian home building after April 30, will 
bring the homebuilding industry practically to a standstill. The 
stop order also affects copper pipe in inventory. Galvanized pipe, 
only probable substitute, is not easily available: 


* * * 


Gutters and downspouts, tubing and flashing, are out under the 
copper ban. The treated lumber people stand ready to capitalize 
on this ban by pushing the advantages of wooden gutters and 
downspouts. 

* * * 


Use of nickel is now prohibited in hundreds of civilian items. 
This order strikes appliances, plumbing, tools, decorative trim, 
roofing and cabinets. 


* * * 


Paint will soon reach you in black metal containers instead of 
tin following ban on tin or paint cans. Manufacturers are 
hoping they will not be driven to fiber containers as they were in 
World War II when they even used glass. 


* * * 


Prefab industry is flexing its muscles again. Industry leaders 
predict 100,000 prefab homes will be built this year, nearly twice 
the number turned out in 1950 by the 38 prefab manufacturers. 
Their sales talk revolves around fast erection time at low cost. 
Another thing: prefab producers say they can hold costs down by 
large quantity buying; won’t have any trouble getting materials 
when quotas are set up because they kept established base period 
records. 


a7 s 63 


This challenge to the lumber industry can be answered by 
progressive retail dealers who will build—and use their influence 
with contractors to build—the type of homes developed by the 
Small Homes Council in cooperation with the Lumber Dealers 
Research Council. (See Page 76.) 
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W. P. “BILL” ATKINSON, Oklahoma 
lumberman, new NAHB president. 


NAHB Roundup 


The supply of critical mate- 
rials available for home build- 
ing will be the governing factor 
on the number of homes which 
can be built this year. 

That was the consensus at 
the four-day session of the Na- 
tional Association of Home 
Builders in annual session in 
Chicago, Jan. 22-25. 

Military needs will take some 
20% of the most critical home 
building materials, estimated 
John Haynes, director of the 
building materials division of 
the National Production Au- 
thority. He promised NPA co- 
operation in helping builders 
reach the government’s goal of 
850,000 new homes this year 
but warned that the supply of 
materials “depends entirely on 
what the military asks for.” 

NAHB officials expect a re- 
laxation of the credit curbs of 
Regulation X in defense areas 
to provide needed housing. 
Private industry can supply 
this housing, they declared, if 
not hampered by “unnecessary 
controls.” The NAHB state- 
ment of policy called for a nor- 
mal choice between rental and 
home ownership in defense 
areas; also for “defense” homes 
of sound construction and de- 
sign, making these houses a 
valuable addition to the com- 
munity. 

Thomas P. Coogan, Miami, 
retiring president, declared that 
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Profit by BIG Demand for 


3-Speed Milwaukee 1," Drill 


Exclusive Milwaukee HOLE-SHOOTER combines straight 
and right-angle drilling ... wonder-tool for close quarters 


For plumbing, heating, air conditioning ~lectrical and building contractors, 
this Milwaukee 2” HOLE-SHOOTER — America’s only 3-speed Right- 
Angle Drill — has demonstrated its unmatched time-saving performance on 
thousands of jobs. Most powerful drill built for its size and 9-lb. weight. 
Ball and roller-bearing equipped for extra-long service life. 

You'll be amazed at its versatility — unit-built for quick change to suit- 
able speeds for drilling in wood, metal, masonry, concrete, tile. Uses wood 
bits up to 3”... also 2” carbide-tipped drills. 





















For straight drilling, $-412 4” 
HOLE-SHOOTER (above) has a 
chuck speed of 450 R.P.M. With 
the 2-speed ‘‘Right-Angle Drive” 
attachment, speeds are 300 R.P.M, 
or 675 R.P.M, 





Head swivels full 
360°, Locks in any 
Position. 

S-412 Drill with ‘'2-speed 
Right-Angle 


RNG essesceescsinn $69 





Other bits available also — Sce assortment at 
left. We can supply you with any size wood-boring 
bits up to 3”. Write us. 

Complete $-412 Tri-Speed Kit Contains 
1 — S-412 44” HOLE-SHOOTER, Jacobs geared chuck. 

2 — *Two-speed “Right-Angle Drive” attachment, 

3 —3 special bits — 44”, 14%", 2%”. 


4 — Special wrench, _ *Pat, Pending 






Complete S-412 


00. k, 


cll 


3 flats specially machined on shanks of 
these bits to fit Jacobs 3-jaw chuck. 


KIT. $ 


Write us for information, sales 
helps, and your price list. 


MILWAUKEE ELECTRIC TOOL CORP. 


Makers of portable electric drills, saws, 
hammers, grinders, sanders, and accessories. 


5364 W. STATE STREET @ MILWAUKEE 8, WIS. 





price ceilings on new homes ca) 
be expected if price lids are 
placed on materials and wages. 
He said the building industry 
is geared at such a high rat 
that defense homes can be com- 
pleted in six to seven weeks 
after the foundations are laid. 

W. P. “Bill” Atkinson, Mid- 
west City, Okla., who has two 
thriving retail building mate- 
rials establishments among his 
many business enterprises, is 
the newly-elected NAHB presi- 


| dent. 


Lending institutions, an in- 
creasing volume of reports in- 
dicates, are becoming reluctant 
to handle financing for pros- 
pective home buyers who are 
liable for military duty. Bor- 
rowers must be able to make 
monthly payments on the basis 
of what they could afford to pay 
if they were drafted or called 
back into service. This severely 
restricts the ability of many 
men to qualify for homeowner- 
ship. 


Commercial building curb is 
causing plenty of confusion. 
After Feb. 15 builders must get 
a license from NPA before work 
can start on a commercial build- 
ing. Lack of personnel, forms 
and authoritative interpreta- 
tions of the order indicate 
what’s ahead when controls 
really hit. 


Best Homebuilding Year 


Homebuilding in 1950 set an 
all-time record of 1,395,600 
starts, the Bureau of Labor Sta- 
tistics of the Department of 
Commerce reports. This total 
tops the 1949 volume of 1,025,- 
100 units by 36%. 

The year opened fast with 
78,700 units placed under con- 
struction in January and con- 
tinued upward until May when 
a peak of 149,000 housing starts 
were made. Credit curbs slack- 
ened the pace in the fall, starts 
in September and October drop- 
ping off 15% each month com- 
pared with the same months in 
1949. 

However, December starts of 
95,000 units represented the 
best December in history. One- 
family housing starts alone 
(estimated at 1,156,000) ex- 
ceeded the 1949 total for a!l 
types of new units, both houses 
and apartments. 

Construction cost of private 
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. Al enhance the natural beauty 


te and distinction in homes of lasting quality | 


Beauty and long life combined—that’s the double value of a truly ae 


00 factory-finished Shakertown Sidewall. There's ‘‘ageless’’ beauty of SHAK TOWN 
a natural wood texture, deep shadow lines, and delicate color blending 
to match any type of architectural styling. There's the long life of < Shingles 
5. No. | Certigrade cedar shingles, an all-weather insulating sidewall that SIDEWALLS 
gives greater protection and economy. , i 


th are a quality product made 


mn- Yes, Shakertown Sidewalls reflect the good judgment of those who by a progressive manufac- 
n- turer with over a quarter 








on plan, equip and build homes of distinction. If you're not now taking century of specialized ex- 
* 4 ‘ , : . erienc i roducin 

‘ts ff full advantage of Shakertowns, it will pay you to investigate these woe ‘ai bol iia ant 
naturally beautiful, naturally better, cedar shingle sidewalls. See our allied products. The Perma 
trademark is your assur- 
ance of excellent quality. 


\p- nearest distributor, or write direct. 


al | LOTT GH Pe} lompuny 


7001 MORGAN AVENUE CLEVELAND 27, OH 
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wholesalers --- YOU can make 
selling 








semi-automatic aluminum 
garage doors 


TAYCO's exclusive "Floating Spring” is the 


primary reason. It's the first major improve- 
Easy fo ment in garage door design in 20 years. It 






makes TAYCO doors easy to install—about 30 minutes 
does the job—, easy to operate—smooth, feather-touch 
operation is the result—, and easy on service—pre- 
loaded spring mounted on door panel eliminates field 


Easy Lo adjustment. 


— 2 And TAYCO garage doors are beautiful, precision en- 
METALE gineered and sturdy. Made of tough alloy, heavy 
gauge aluminum, they're fire-resistant—won't rot, rust, 


Easy Lo or warp and don't require painting. 

“ee In all ways, TAYCO semi-automatic doors are THE 
aw EC garage doors for you to sell. For a real profit oppor- 
tunity from new and repeat sales, you can't do better 
than the best—TAYCO garage doors! 





Shipped completely as- 





i ippi ‘ WHOLESALERS-JOBBERS—A few choice territories still 
ten men4erx98" Sipe. wt. open. Write today for the complete TAYCO story. 
approx. 100+. 


L. S. Taylor Manufacturing Co. 
851 Marietta St., N. W., Atlanta, Ga. 


Gentlemen: 
Please send full information and prices to: 


DEN ‘sania: Srstuncawsaminunceuhasesscniervannel 0) Wholesaler 





*Patents Pending Address ..... PUREE OTRE LE Renee eee (1 Jobber 





0 Dealer 


L. S$. TAYLOR MANUFACTURING CO. 


851 Marietta St., N. W. HEmlock 4825 Atlanta, Georgia 





one-family houses started in the 
first quarter of 1950 averaged 
$7,950 against $7,525 in the 
same months of 1949. By the 
third quarter of 1950, the last 
period for which data is avail- 
able, the average cost had risen 
to $8,975 or $1,350 above the 
figure for the corresponding 
quarter in the preceding year. 
These costs include labor, ma- 
terials, all sub-contracted work, 
contractor’s profit and _ over- 
head chargeable directly to the 
project. They do not include 
land and development costs or 
profit on the sale of the house. 
A record of $27,715 million 
was spent on new construction 
in 1950, an increase of 23% over 
1949. Home building accounted 
for 43% of the money spent. 


Rent controls may be rein- 
stated to match wage-price 
freeze, according to Housing 
Expediter Woods. Present rent 
law expires Mar. 31, 1951, but 
cities and communities have 
power to continue controls 
through June 30. 


Dealers predict good year de- 
spite increased operating prob- 
lems and costs in Coast-to-Coast 
survey covering 42 states. For 
complete details of this timely 
report turn to Page 79. 


Record Plywood Output 


Plywood plants in the Pacific 
Northwest set an all-time rec- 
ord last year with production of 
2.4 billion square feet of ply- 
wood. It was the third straight 
year in which the plywood in- 
dustry has set a _ production 
mark. 

Production in 1950 topped the 
preceding year’s mark by 1.9 
billion feet, almost 20% above 
last year’s figure. Contributing 
to the increase were seven new 
plants: five in Oregon, one in 
Washington and one in Cali- 
fornia. Several others are 
scheduled to go into production 
this year. 

Washington is still the larg- 
est producer with 1.3 billion 
square feet. Oregon turned out 
900 million and California 200 
million square feet. 


Lumbermen who cooperated 
in that voluntary price control 
request seem to be stuck, says 
our Washington correspondent. 
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FOUR SIZES 
24" xX 96” 

30" x 60” 
30” x 96" 
48" x 96" 


Ye MICARTA 














3/4’ WATERPROOF 
WELDWOOD 






PLYWOOD 
BACKING 
G SHEET 
ws? pis FOR 
and MAXIMUM 
STABILITY 


WESTINGHOUSE 


MICARTA IS NOW A BIG 
LUMBER DEALER PRODUCT 


New sizes and new Introductory Deal create 
big business for smart merchants 









You and your customers have heard of Micarta. It is the 
quality plastic laminate made by WESTINGHOUSE. It is 
the ideal surfacing material for kitchens, bathrooms, play- 
rooms, stores, bars, restaurants, etc. It’s practically immune 
to chipping, scratching or staining. Comes in a big range of 
beautiful, lustrous colors and smart patterns. It is advertised 
in such magazines as The Sat. Eve. Post, Good Housekeeping 
ind leading building, architectural, restaurant magazines, 
2tc. Now, everybody can handle and install the new pre-bonded panels. 


BUILDERS, HOBBYISTS BOTH CUSTOMERS 


Anyone can use the new Micarta Panels. They consist of 
|/16” Micarta bonded to %4” waterproof mahogany Weld- 
wood Plywood with backing sheet and can be sawed, 
trimmed, drilled and planed with inexpensive hand or power 
tools. Simple instruction folder gives exact instructions. 


Builders, carpenters and contractors will use them to offer \ 
customers more beauty and service for less cost—because " 
‘they can easily and efficiently install Micarta themselves. 


Home hobbyists will be intrigued by the modernizing they 
can now do with Micarta. 


MICARTA’ 


is manufactured by 


Cour WESTINGHOUSE 


‘Good Housekeeping 
Leer as AbvERTIStD ws 


and sold in the decorative grades only by 


UNITED STATES PLYWOOD CORPORATION 
and U. S.-MENGEL PLYWOODS, INC. 


;UILDING Propucts MERCHANDISER 


FOUR SIZES SUPPLY EVERY NEED 


And now ... Micarta Panels are made in four sizes so that 
they can be cut for almost any job with virtually no waste. 
For instance, 24” x 96” panels are suitable for kitchen 
counters, commercial counter tops, counter fronts and bar 
tops. Kitchen counters with backsplash cut from 30” x 60” 
or 30” x 96” and 30” x 60” is ideal for built-in breakfast 
tables. Larger areas use 48” x 96”. 


GREAT INTRODUCTORY DEAL FOR YOU 


To help you discover the enormous potential of Micarta 
we have created a Special Deal for Lumber Merchants 
that sets you up in that business—and provides you with 
an assortment of real dealer helps. Send for full informa- 
tion now; mail the coupon. 










A. L. 2-10-51 
UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street, New York 18, N. Y. 


Please send details of Micarta deal for Lumber Merchants. 


NAME 





ADDRESS 





” CITY. STATE 

















Under the freeze, their prices 
are well below those men who 
thumbed their noses at Wash- 
ington and upped prices for all 
the traffic would bear. 


Materials Handling Show 


Materials handling problems 
closely allied to the building 
materials industry will be an- 
swered on a practical level at 
the Materials Handling Confer- 
ence which will be held con- 
currently with the National 
Materials Handling Exposition 
at the International Amphi- 
theater, Chicago, April 30-May 
4. 


Among the topics of interest 
to dealers will be “Yard Han- 
dling Methods for Lumber and 
Building Supplies”; “Ways to 
Beat Wet Grounds and Bad 
Weather in Yard Handling” ; 
“Incoming Raw Materials and 
Components”; ‘‘Plant Ware- 
housing and Shipping” and 
“Hard Goods Assorting and 
Warehousing.” 

There will be six acres of ex- 
hibits and four acres outdoors 
have been set aside for the dem- 
onstration of handling equip- 
ment in operation. Admission 
to both the exposition and con- 
ference is free. 










@ In making Spencer 
Kellogg’s Improved Boiled 
Linseed Oil we scientifical- 
ly add just 2/10 of 1% lead 
and manganese as driers 
to PURE linseed oil. 

Thousands of painting contractors, the 
best craftsmen in the trade, know that this 
makes the finest linseed oil for outside paint- 
ing because it gives them a solid, through- 
drying oil film, with con- 
trolled penetration into 
the wood surface. They 
also know that the special wD 
Spencer Kellogg thermal 7! 
process makes Improved Presa! 
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means 100% pure, PLUS 


Improved Boiled tend Oil Makes Better Painting 


Boiled Linseed Oil easier to spread with the 
brush, saving time on every job. 

You'll always find your customers ready 
to buy Spencer Kellogg’s Improved Boiled 
Linseed Oil. It is easy and profitable for you 
to make it available to them in refinery- 
sealed packages: 5 gal., 1 gal., quart and pint. 

Spencer Kellogg’s Improved Boiled 
Linseed Oil meets all Federal Government 
and A. S. T. M. specifications. 


Spencer Kellogg's 100% Pure Raw Linseed Oil is also available in Refinery-Sealed Packages 


SPENCER KELLOGG and SONS, Inc. 


BUFFALO 5, N.Y. 
The First Name in Vegetable Oils 


Southern Pine Guide 


The 1951 edition of the “Buy- 
er’s Guide” published by the 
Southern Pine Association is 
now being distributed to retail 
lumber dealers throughout the 
Southern Pine consuming terri- 
tory, according to H. C. Berckes, 
association secretary-manager. 

The Guide lists manufactur- 
ers of Southern Pine subscrib- 
ing to the Southern Pine Asso- 
ciation. It includes information 
about the rail service, items of 
lumber produced and _ equip- 
ment of each mill. 


Pilkington Elected 


D. G. Pilkington has _ been 
elected general manager of 
Ponderosa Pine Woodwork, ac- 
cording to an announcement by 
the association’s directors. Mr. 
Pilkington succeeds E. W. Rud- 
dick, who resigned to join the 
Pacific Mutual Door Co., Ta- 
coma. 

Before joining Ponderosa 
Pine Woodwork, Mr. Pilkington 
was western advertising man- 
ager for Progressive Architec- 
ture from 1943-1950. He was in 
charge of sales to lumber deal- 
ers in the Chicago area for Na- 
tional Gypsum Co. from 1936- 
1943. 

In his new position, Mr. Pilk- 
ington will help promote the 
Joint Wood Window Promotion 
Program, a cooperative venture 
of Ponderosa Pine Woodwork, 
Western Pine Association and 
prominent woodwork manufac- 
turers and jobbers throughout 
the country. 


Market News 


KANSAS CITY — The lum- 
ber market in the Southwest 
“came to life” in the first two 
weeks of the new year and 
prices and demand bounded up- 
ward sharply. Part of the in- 
creased demand came from 
speculative buying on the part 
of retailers who desired to stock 
up as residential building failed 
to contract to the level previ- 
ously anticipated. 

Furthermore, the severe 
weather in the southern part 
of the district, with floods and 
freezing temperature knocked 
a sizable dent in production. 
Many mills were closed down 
and logging came to a stand- 
still. 

The combination of reduced 
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TO SKYROCKET SALES ! 


It has been estimated that the average paint store 
can increase sales by 10% to 30% by using an 
aggressive promotion program. Such a program 
tailor-made by the National Paint, Varnish and 
Lacquer Association is ready for your use! 


Direct mailers that sell the idea of painting! 
Window trims and interior displays, designed and 
produced by the country’s leading display houses! 





© 1951, NATIONAL PAINT, 
VARNISH AND LACQUER ASSOCIATION, INC., 
WASHINGTON, D. C. 


BUILDING Propucts MERCHANDISER 


Reprints and blow-ups of the paint industry’s co- 
operative advertising! Everything you need to tie 
into the most powerful sales promotion campaign 
in the history of any industry! 


Take advantage of this low-cost, sales-produc- 
ing promotion material and increase your custom- 
ers! Write today for description of display and 
advertising material available for 1951! 


National Paint, Varnish and Lacquer Association, Inc. 
1500 Rhode Island Ave., N.W., Washington, D. C. 


Please send me complete description of merchandising and 





sales promotion material available for 1951 ...I want to 
increase my paint sales. 

Store name 

Address City State 








Your name Position 
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DOUBLE END 
TRIMMED 
DOUGLAS FIR 













A view of the modern, auto- 
matic _ precision trimmer in 


That's aisriprecision "tint 
GRADE STAMPED... . 
Shipped Ahead of Time 


This is our policy and we know 
you will like it. 


Specified lengths and widths of 
standard green fir precision 
trimmed dimension, boards and 
small squares is our specialty. 


Air King's prompt, dependable 
service (faster than promised) 
and quality manufactured lum- 
ber are constantly increasing 
our family of satisfied custom- 
ers. Let us know your require- 
ments today! 





MANUFACTURING 
CORP. 


We fot de PO) d-\e (oye! 


Telephones — Portland Line CH 3330 
or Tigard 6161 


output and forward buying 
boosted prices as much as $10 
a thousand on some grades in 
the eastern part of the district. 
In fact, the differential between 
prices on the east side and the 
west side of the Mississippi nar- 
rowed again for the first time 
since last summer. Where 
values usually ran $10 a thou- 
sand apart the range narrowed 
to less than $5 in many in- 
stances. 

Mills were getting as much 
for air-dryed dimensions on the 
east side as kiln-dryed stock 
was commanding on the west 
side. The fact the government 
is seeking bids for 25 million 
feet of lumber early in Febru- 
ary also has strengthened the 
market. 

C. & Btr flooring, which had 
held firm for months at $150 a 
thousand, generally was bring- 
ing $160 at most mills. 

On 8-inch kiln-dryed boards 
the mill prices was $90 to $93 
and 6-inch stock was $85 to 
$90. On the east side, the 8-inch 
















































































FARM PRICES ARE ABOVE PARITY 
xm Index Numbers of Prices Received and INDEX 
25 ——Paid by Farmers, 1939-1950 as 
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boards were $80 to $85 and the 
6-inch stock went at $80 to $85. 
Mills in the Southwest were 
not too eager to quote prices 
and a number have withdrawn 
from the market pending build- 
up of inventory. Where a few 
weeks ago the bulk of the order- 
ing was for mixed cars it is now 
noted that straight car busi- 
ness is coming in in volume. 
Dimension prices were strong, 
with 2 by 4’s at $75 to $78; 2 by 
6’s at $85; 2 by 8’s at $70; 2 by 
10’s at $90 and 2 by 12’s at $95. 


TACOMA—AlIthough local 
log dumps are fairly well filled 
at the moment, they are receiv- 
ing virtually no new logs. While 
this situation is not unrommon 
at this season of the year, owing 
to the hazards of midwinter 
weather, mill men are hoping 
it will not be of extended dura- 
tion. Generally speaking, the 
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lumber market outlook is good 
and log supplies, while appar- 
ently ample, conceivably would 
not withstand a long run. Logs 
still are in good demand but 
prices are high. Lumbermen at- 
tribute this to competition from 
plywood manufacturers, who 
anticipate another year of rec- 
ord-breaking production. The 
military demand currently is 
taking between 20 and 30% of 
the industry’s production in di- 
rect and indirect orders. Lum- 
ber movement from here is not 
particularly heavy at the mo- 
ment. 

SEATTLE—Mill output has 
jumped steadily since the holi- 
days. This statement includes 
both lumber and shingle mills. 
Log input is very good for this 
time of year due to the warm 
winter so far. Except for a 
threatened strike by sawmill 
workers and possible bad 
weather the production outlook 
is good. 

Demand-prices—This is writ- 
ten just before price controls 
were scheduled. Imminence of 
control has had a decided effect 
on the lumber market. Very 
brisk trading a week ago has 
quieted down. Buyers complain 
mills won’t quote prices and 
that some have withdrawn their 
lists. There seems to be little 
lumber available on the open 
market despite rising produc- 
tion. In the past two weeks 
orders exceeded production by 
some 70 million feet. 


One man anxious to buy won- 
ders where the lumber is going. 
He believes log camp, mill, re- 
tail yard tieups are getting it. 
Others say that this sort of 
competition is no worse than it 
has been. One man with wide 
buying power says the lumber 
is going to retail yards and con- 
tractor buyers whose purchases 
are not identified as govern- 
ment. Markets normally dead 
or quiet in mid-winter appear 
to be buying. This is especially 
true of shingles. 

Prices continued to rise in 
many items the past fortnight. 
Green fir boards and dimension 
went up $5 to $6. Dry fir hem- 
lock dimension made a similar 
advance. No. 1 and 2 perfection 
shingles made small advances 
and No. 1 and No. 3 5x went 
up. Pines and spruce items re- 
main steady. Fir and hemlock 
uppers are steady. 

Supply—While much of the 
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| pees sons" backed by powerful consumer advertising they 


can add many dollars to your present volume 


STAYS BRIGHT-WHITE FOREVER AS DESCRIBED IN READERS DIGEST 


) DESCRIPTION; MIRACLE Tub-Caulk dries to a white glossy velvet-like waterproof DESCRIPTION: MIRACLE Black Magic ADHESIVE is not just “another 
> finish within one hour on any surface. Does not yellow even under continued glue”. It is a heavy-bodied solvent-type mastic — black in color as the 
use of harsh scouring powders, grease, acids, or alkalis. Unlike conventional § name implies — which sets without heat or pressure to a strong, lasting 
"> sealers it contains no lime, cement, plaster of paris, or drying oils... it is waterproof bond. 


+ 100% resin. It will remain elastic, pliable, and sufficiently soft, expanding or Don’t , 
2 cpa ong compare Black Magic to any transparent cements, pastes or glues 
) contracting with the joint it seals. now in your store. It is as different from these as day and night — both in 


properties and uses. Only Black Magic will do the job permanently — 
indoors or out. 
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PaLIiraTinnuc 
APPLICATIONS 


| Use MIRACLE Tub-Caulk for filling cracks between bath- 
tubs or sinks and walls. 


APPLICATIONS FOR HOUSEHOLD USE: 


Eliminates drilling — bonds soap dishes, towel racks, etc. 
direct to tile and other type walls. 


Spe oS ie a 


a Use MIRACLE Tub-Caulk between window or door frames 
) and tile or plaster walls. 


A ~—s Fastening rubber gaskets, strips, and bumpers on car 
doors, refrigerators, etc. 












PTT RE 


a Replacing loose tile in walls, floors, mantels, tables, etc. 
| Use MIRACLE Tub-Caulk for sealing channels and mould- 

















4 ings which hold tileboard wherever dampness or mois- se 
> ture is a factor. ae 
as Acts as a lockwasher or expansion bolt to keep bolts and 9 
£ nuts in place and to stop rattling. aa 
is Stitt <4 
) Use MIRACLE Tub-Caulk for waterproofing around {] {;@ebEN A —— oe 
+) shower stalls. 1 eH To replace mirrors in compacts —bond glass, etc. i 
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MIRACLE BLACK MAGIC ADHESIVE 
MIRACLE gre 2 IN THE BUILDING FIELD 


THRESHOLD ---- 


NON FERROUS METAL SECURED 
WITH MIRACLE ACHEGIVE TYPE MT 








UNOLEUM . FORMICA ETC 
— COUNTER TOP 
=-MIRACLE ADHESIVE 














To bond door saddles and thresholds to concrete or To attach metal or plastic moulding fo sink or To mount nameplates, paper towel dispensers, 
metal floors —also to bond abrasive stair treads | counter tops — use TYPE M. To install linoleum on —_— metal or clay tile — or metal sheeting for splash- 
without necessity of drilling, use TYPE M. = - counter tops or in damp areas—use backs and table fops, use TYPE M. 


214 EAST 53rd STREET * NEW YORK 22, N. Y. 
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They make money with 


AME CAN SAND {RENTALS 


50 can you Y 











NEBRASKA— Sander rentals bring i in $4, 896 per 
year for Sidney Glass & Paint Co. store, 
Sidney, a. 


INDIANA- Sander rentals boost paint sales 10% 
for Stambaugh Farm Equipment Co., Valpa 


raiso, Ind. 





PENNSYLVANIA—20% more paint oF) 
sales due to sander rentals for 
George N. Zerfing Hardware @ 


OHIO—Sander rentals add $10,000 to $12,000 to store’s 
annual volume for Jim Resar's Rentals, Elyria, Ohio. 


Co., Gettysburg, Penna. 




















up TO 20% MORE PAINT SALES! 
up T0 */2,000 MORE STORE VOLUME! 


‘SN , Sander rentals keep rolling up PROFITS for 
~~ ; hundreds of paint and hardware stores today 









who feature American Machines! This plan 
makes money 3-Ways for you—through rental 
fees, extra sales of seals, paints, brushes, 
abrasives, etc., and customer goodwill! Be sure 
to build your business soundly with American 
Quality Machines—tops in ease of operation and 
dependability. This means utmost profit-hours 
with extremely low maintenance expense. To 
—¥ make old floors like new—invite your customers 
to rent the popular Little American or American 
Rental 8” floor sander... American Spinner Edger 
...and American DeLuxe Maintenance Machine. 
NEAR-BY SERVICE—an American Distributor 
with authorized factory-trained mechanics 
and service in all principal cities. 


SEND !! 


The American Floor Surfacing Machine Co. 
521 So. St. Clair St., Toledo 3, Ohio 


eg 
D Send 12-page illustrated booklet showing how | 
to make money inthe floor sander rental business. 
0 Send latest catalog on the following, without | 


obligation: [J FloorSanders [{) Floor Edgers | 
FLOOR MACHINES + PORTABLE TOOLS CO) Floor Maintenance Machine 
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demand is for green boards and 
dimension structural timbers 
are hard to get. Straight cars 
of any items are hard to buy. 
Very little dry spruce 1s to be 
had. No. 2 5x shingles are 
scarce. Canadian mills are re- 
ported booked to April. 


Lumber—National 


Lumber shipments of 451 
mills reporting to the National 
Lumber Trade Barometer were 
7.0% above production for the 
week ending January 20, 1951. 
In the same week new orders of 
these mills were 35.9% above 
production. Unfilled orders of 
the reporting mills amounted 
to 62% of stocks. For reporting 
softwood mills, unfilled orders 
were equivalent to 32 days’ pro- 
duction at the current rate, and 
gross stocks were equivalent to 
49 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were 4.7% above produc- 
tion; orders were 34.6% above 
production. 

Compared to the average cor- 
responding week of 1935-1939, 
production of reporting mills 
was 113.1% above; shipments 
were 104.6% above; orders were 
122.6% above. Compared to 
the corresponding week in 1950, 
production of reporting mills 
was 70.7% above; shipments 
were 48.4% above ; and new 
orders were 26.5% above. 


Western Pine 


Production of Western Pine 
by the 104 mills reporting to 
the Western Pine Association 
for the week ending Jan. 20, 
1951 was 52,235,000 feet. For 
the same week a year ago, pro- 
duction totaled 37,111,000 feet. 
Shipments for the week totaled 
62,442,000 feet, compared to 
51,745,000 feet for the corre- 
sponding week a year ago. 
Orders during the week totaled 
77,342,000 feet. A year ago 
orders amounted to 59,872,000 
feet. Shipments for the week 
ran 19.5% above production 
while orders ran 48.1% above 
production. Gross stocks at the 
week’s end totaled 786,238,000 
feet. 


Southern Pine 


Production of the 117 mills 
reporting to the Southern Pine 
Association for the week ending 
Jan. 20, 1951 amounted to 18,- 
985,000 feet. This was 1.26% 
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Smart, modern homes like this 
are built in less time, at less cost, 


with “Century. APAC Siding 


Built for comfortable living—designed to meet the 
problems of rising construction costs—this attrac- 
tive home has clean, smart siding of “Century” 
APAC Asbestos-Cement Board. 


This versatile siding board is ideal for structures 
of all types—theaters, stores, and industrial build- 
ings, as well as residences. Tell your building and 
contracting customers to recommend it for all 
large exposed surfaces, both interior and exterior. 
And recommend it too, as an inexpensive material 
for remodeling existing structures. 


“Century” APAC Asbestos-Cement Board is 
adaptable, easy-to-handle, and profitable for both 
you and the builder! 


e Get the APAC story— 


we'll gladly send complete information on request. 


KEASBEY & MATTISON 
COMPANY - AMBLER - PENNSYLVANIA 
ORIGINAL MANUFACTURERS OF ASBESTOS-CEMENT SHINGLES IN THIS COUNTRY 


BurtpInc Propucts MERCHANDISER 


Modern residence with siding of Century” 





APAC. Large 4’ x 8’ sheets are applied ver- 
tically; trim strips applied. for decorative 
effect also mask application fasteners. Surface 


painted white. 


Raymon R. Hedden, Contractor 
Edward Wassell, Architect 








FACTS YOUR BUILDING CUSTOMERS SHOULD 
KNOW ABOUT “CENTURY” APAC SIDING 


ECONOMICAL: Initial cost is low; large-sheet 
application is simple, therefore, quick and 
inexpensive. 


DURABLE: Resists fire, weather, rot, rust, 
rodents, termites, and other destructive in- 
sects; never needs protective painting. 


ATTRACTIVE: Natural finish is eye-pleasing 
light gray. Although APAC does not need 
paint for protection, it takes decorative coat- 
ings well, if desired. 


EASY TO APPLY: ‘“‘Century’”’ APAC is made 
in large surface sheets, 4’ x 4’, 4’x 8’; in 
thicknesses of 3’’, 14’’, and 34’’. Large areas 
are covered quickly using simple nail or screw 
fastenings. Battens for trim come in 2”, 3’’, 
and 4” widths; in %%’’ and 14” thicknesses. 
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below the three-year average. 
Shipments during the week 
totaled 19,860,000 feet or 4.61% 
above production for the week 
and 3.29% above the three-year 
average. Orders for the week 
amounted to 27,310,000 feet, 


43.85% above production and 
42.03% above the three-year 
average. Orders on hand in- 
creased during the week by 
12.34% or 7,450,000 feet. Orders 
on hand at the end of the week 
totaled 67,807,000 feet. 


The Lumber Market at Presstime 


The following index is intended merely as a check on buying practices. It is 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine—the Editors. 


DOUGLAS FIR 
Vertical Grain Flooring 
& Btr. © D 
eee 170.00 160.00 120.00 

Flat Grain Flooring 
OO ee 145.00° 135.00 103.00 
Be --weewnensslees 165.00 160.00 110.00 

Drop Siding 
1x6 (Pat. #106).160.00 155.00 118.00 
1x6 (Pat. #116).155.00 150.00. 115.00 

Ceiling 
ee oneeeteeawe 115.00 110.00 70.00 

Se. tewestead 120-130 115-125 100.00 

Boards and Shiplap and 2” 

(green) 1x6 1x8 1x10 1x12 
ee. 3 incest ee 78.00 76.00 78.00 
No. 2 ....%74.00 75.00 73.00 75.00 
No. 3 ....59.00 62.00 59.00 62.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 79.50 79.50 79.50 83.50 83.50 
2x 6 83.00 83.00 83.00 83.00 83.00 
2x 8 83.00 83.00 83.00 83.00 83.00 
2x10 83.00 83.00 83.00 83.00 83.00 
2x12 83.00 83.00 82.00 83.00 83.00 


No. 2 Dimension 
2x 4 76.00 76.00 7 
2x 6 75.00 74.50 75.00 79.00 79.00 
2x 8 74.50 74.50 74.50 74.50 74.50 
2x10 74.50 74.50 74.50 74.50 74.50 
2x12 73.00 73.00 73.00 73.00 73.00 


No. 3 Dimension R/L Only 


6.00 76.50 76.50 


og, RR ee ey 62.00 
ee rr rrr Serre 61.00 
CMR cog eal Shiela oak A: hee haem EE A 60.00 
0, ar a ee eee 

rear te TT LTTE CLP TULITiri. 98.00 


2x12 
(Add 10-12 for dry lumber) 





WESTERN PINES 


PONDEROSA PINE 


Selects 

S2 or 48 4/4 RW 5/4 RW 8/4 RW 
C&Btr. RL ...275.00 285.00 280.00 

Shop, 82S No. 1 No. 2 
SN eee ee eae 165.00 145.00 
gg ey en a ey 160.00 135.00 

Commons 

S2 or 4S No. 2 No. 3 No. 4 
a ye 130.00 95.00 78.00 
co | ee 128.00 95.00 mee 

Trim 


eeeee 


eeeee 


Idaho White Pine 
Selects, S82 


or 48 1x4 1x6 1x8 5/64 
C&Btr. RL.250.00 265.00 270.00 265.00 
i: 205.00 225.00 230.00 235.00 

Commons, S2 or 48 No. 1 No. 2 No. 3 
8 See ee 140.00 135.00 114.90 
BEE 60 sucaane 140.00 135.00 94.00 

Sugar Pine, Selects 

S2 or 4S 4/4 RW 5/4RW 6/4 RW 
B&Btr. RL ...300.00 300.00 305.00 
Bee ee ens 275.00 275.00 195.00 
i ee 255.00 240.00 175.00 

Shop, S28 No. 1 No. 2 No. 3 
|, Serer ys 150.00 120.00 90.00 
a. wince ema 150.00 120.00 90.00 
ee re 150.00 120.00 90.00 


SOUTHERN PINE 


Vertical Grain Flooring 


&Btr. Cc D 

| eer rer 180.00 170.00 140.00 
Flat Grain Flooring 

ME. «ceenveeinws es 65.00 155.00 115.00 

ee ree 165.00 155.00 115.00 
Drop Siding 

1x6 (Pat. #106).165.00 155.00 115.00 

1x6 (Pat. #116).165.00 155.00 115.00 
Ceiling 

be te tae woah iaaies 150.00 140.00 110.00 

_ eee ee ceeee coves 

Boards and Shiplap 
(dry) 1x6 1x8 1x10 1x12 

No. 1 ...125.00 125.00 125.00 125.00 


No. 2... 85.00 85.00 85.00 85.00 
No. 3 ... 67.00 67.00 67.00 67.00 
No. 1 Dimension 


2x 4 .85.00 87.00 02 94.00 94.00 
2x 6 .83.00 85.00 89.00 92.00 92.00 
2x 8 .83.00 85.00 89.0C 92.00 92.00 
2x10 .89.00 89.00 89.00 92.00 

2x12 .92.00 92.00 95.00 101.00 101.00 


No. 2 Dimension 
4 .78.00 80.00 84.00 87.00 87.00 
2x : -76.00 78.00 82.00 85.00 985.00 


2x10 .82.00 82.00 82.00 85.00 85.00 

2x12 .82.00 82.00 88.00 97.00 97.00 
No. 3 Dimension R/L Only 

2x 4 .55.00 .... earn 





2x 6 .55.00 —* 
2x 8 .55.00 .” es 
2x10 .55.00 a 

2x12 .53.00 oe 

REDWOOD 
Finish 

x6 A&Btr. Siding ...... awe 120.00 

Se Dees. BGIEE bccseseoesos 150.00 
Tee Mate. SGU cccccccccces 185.00 
ee ee See eccoe 170.00 
a 6 sis Bete ccece coereveve BT 
Se te EE oc vescoesscose 195.00 
Oe eer 210.00 
he Ys ae eee eee 220.00 


Prices for red cedar siding in mixed 
cars, new bundling, 6 to 18’ are: 
Beveled Siding, % Inch 

Clear “ae ee 


%x4 inch ...... 95.00 83.00 75.00 
%x5 inch ...... 120.00 118.00 88.00 
%x6 inch ...... 155.00 143.00 120.00 
%x8 inch ...... 185.00 173.00 130.00 
Clear Bungalow Siding, % Inch 
GN. oeawoawad 210.00 198.00 160.00 
a WOM -venewae'y 230.00 218.00 175.00 
ff aa 230.00 228.00 165.00 


Finish, B and Btr. S2S or 4S, 
6-16’ or Rough 





 § Peer rrr er 145.00-165.00 
ere ee 175.00 
EL +d Genet ak bua aia erere: o> «0% 185.00 
Ceiling or Flooring, 
B and Btr., 9-16’ 
Bé&Btr. Cc D 
Be sewaceericusa 100.00 97.00 85.00 
SES wiavdcindens 100.00 97.00 85.00 
RED CEDAR SHINGLES 
Royals 
> ee eee: 18.50 
ops Oe Pee 11.50 
_, Se Sere ek 8.50 
Perfections 
oo gl, 4 a 13.50-13.75 
| a 4 Cs ee 7.25 
PEE OPER ccecsccccesces SEO 
XXXXX 
ae & , a eee 11.50-11.75 
aie 2 a eee 7.75- 8.00 
Cogs io 5. See ee we 





ENGLEMAN SPRUCE 


Boards and 
Shiplap 1x6 1x8 1x10) 1x19 
No. 2&Btr..114.00 112.00 115.00 125.69 
No. 3&Btr.. 93.00 96.00 102.00 112°99 
No. 1 Dimension : 
12’ 14° 16" 18" ag 


2x 4 88.00 88.00 88.00 88.00 88,99 
2x 6 88.00 88.00 88.00 88.00 88'o9 
2x 8 88.00 88.00 88.00 88.00 ggg 
2x10 88.00 88.00 88.00 88.00 8g'o9 
2x12_ 79.00 79.00 79.00 79.00 79:99 

No. 2 Dimension : 
2x 4 83.00 83.00 83.00 83.00 83.09 
2x 6 83.00 83.00 83.00 83.00  33'y9 
2x 8 83.00 83.00 83.00 83.00 83 op 
2x10 83.00 83.00 83.00 83.00 33.99 
2x12 79.00 79.00 79.00 79.00 79:09 
(Boards graded No. 1, 2, 3 at fiat 

price; no price for straight No. 2. Mills 

do not grade out No. 3 Dimension sepa- 
rately as in fir.) 





WESTERN HEMLOCK _ 


Vertical Grain Flooring 


B&Btr. C D 

i ewer 165.00 155.00 115.00 
Flat Grain Flooring 

SEO seasecesesen 140.00 130.00 98.00 

ere 160.00 155.00 110.00 
Drop Siding 

1x6 (Pat. #106).155.00 150.00 113.00 

1x6 (Pat. #116).150.00 145.00 110.00 
Ceiling 

ee ere eee 110.00 105.00 60.00 

eee 115-125 110-120 95.00 

Boards and Shiplap and 2” 
(dry) 1x6 1x8 1x10 1x12 

Oo). oes co TES 86.00 86.00 86.00 


mO. 2 ...:etee 81.00 81.00 81.00 
No. 3 ....64.00 66.00 66.00 66.00 

No. 1 Dimension 
ey 14’ 16’ 18’ 20’ 


2x 4 88.00 89.50 91.00 90.00 90.00 
2x 6 88.50 88.50 88.50 90.00 90.00 
2x 8 87.00 87.00 86.00 86.00 86.00 
2x10 87.00 87.00 87.00 87.00 87.00 
2x12 85.00 85.00 85.00 85.00 85.00 
No. 2 Dimension 
2x 4 83.00 83.00 83.00 85.00 85.00 
2x 6 82.50 82.50 85.50 82.00 82.00 
2x 8 82.00 82.00 81.00 81.00 81.00 
2x10 82.00 82.00 82.00 82.00 82.00 
2x12 75.00 75.00 75.00 
80.00 80.00 80.00 80.00 80.00 
No. 3 Dimension R/L Only 





2 ewewets ae 

eS Boeiiacs Maiest peredeee | - 58.00 

_ eeeaeeneeentten 

 eeherenayenneininniage: 

DUE cnsansansaaneestaneesaue 59.00 
OAK FLOORING 


Clear Pin gix2% #ix1% 
White ..245.00 215.00 187.50 


Red ....245.00 215.00 187.50 177.50 
Sel Pin. 

Red ....215.00 195.00 167.50 1652.50 

White ..215.00 195.00 167.50 152.50 
#1 Com. 

White ..190.00 165.00 152.50 132.50 

Red ....190.00 165.00 152.50 132.50 
#2 Mixed 

15” Shorts 

105.00 77.00 77.00 65.00 


m. & 
Btr.. ...135.00 105.00 87.50 72.50 
#2 Com. .. 95.00 75.00 57.50 42.50 


WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6 to 16’ are: 
Beveled Siding, % Inch 





Clear al a “BR” 
ud Inch 2.256 95.00 92.00 70.00 
3x5 iImch ....-. 120.00 118.00 88.00 
%x6 inch ......155.00 153.00 120.00 
WED BIGUE, .0-0.4s: Gs 185.00 183.00 145.00 

Clear Bungalow Siding, % Inch 

E... ees 210.00 208.00 160.00 
Se ME sawciancs 230.00 228.00 190.00 


ES SHER ce esscus 230.00 228.00 165.00 


NE hi-wiee aah blale oar ewaas 175.00 
DEE. ks cnama dame eeu” 185.00 : 
Ceiling or Flooring, B and Btr., 9-16 
B&Btr. * 
UE. iid o weg ee 0 ee 105.00 100.00 90.00 


CC eer 120.00 115.00 95.00 
Discount on mouldings, 6-20’ odd 
lengths. 
Series 8,000— . 
Listing under $4.00—list plus 125 per 


cent. ; 
Listing $4.00 and over—list plus 130 
per cent. 


Clear Lattice, 5/16”, 9 to 16’ 
100 Lin. Feet <0 
BEERS) jncdass wee Bie ee er otter aaa W459 1.5 
DONG Zia eesesteha apes Roeres 1 
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1x12 
125.00 
112.06 


20’ 
88.00 
88.00 
88.00 
88.00 
79.00 


83.00 
83.00 
83.00 
83.00 
79.00 
t flat 
Mills 
Sepa- 


—————__ 


D 
115.00 


98.00 
110.00 


13.00 
110.00 


60.00 
95.00 


1x12 
86.00 
81.00 
66.00 


20’ 
90.00 
90.00 
86.00 
87.00 
85.00 


85.00 
82.00 
81.00 
82.00 


80.00 


59.00 
58.00 
57.00 
59.00 
59.00 


nixed 


“— 
70.00 
88.00 
20.00 
45.00 


60.00 


90.00 
65.00 


65.00 
6’ 

D 
90.00 


95.00 
odd 


» per 


; 130 
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by offering them Space-Saving 


STANLEY SLIDING DOOR HARDWARE 


Specially designed Stanley Hardware answers all 
sliding door needs. Every detail spells perfection. 
Doors glide smoothly in a V-shaped track. And you 
can adjust them simply with a screw driver after 
installation without removing trim. 


THE STANLEY WORKS, NEW BRITAIN, CONNECTICUT. 


STANLEY 


Reg. U.S. Pat. Off. 
HARDWARE + TOOLS + ELECTRIC TOOLS + STEEL STRAPPING + STEEL 
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HELP YOUR CUSTOMERS GET FUNCTIONAL SIMPLICITY 








Select the Correct Stanley Hardware 
for all these installations 
— and many more 


Complete, simplified plans 
packed with every set 


+. 


Single Door with pocket. 


Single door mounted inside closet. 
_—2 a 


Double doors with pockets. 


—— —  — om 


Double doors mounted inside closet. 


_— 














Gain 
Double by-passing doors. 


mm 


Three by-passing doors. 





Pinger nop rag 
E ae 


Four by-passing doors. 
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EDITORIAL 





How Dealers Are Meeting Today’s Challenges 


Steps progressive dealers are taking to cope with war-time operating problems. 


1—“We believe the task of the lumber dealer 
is to keep every local building mechanic, 
not needed in the war effort, productively 
employed in maintaining our housing plant. 
This embraces housing for industry, com- 
merce, agriculture and government as well 
as for military and civilian workers.” 

2—“We are bugdeting sales and profits on a 
basis of last year’s performance. It is prob- 
able that adequate materials and manpower 
will be available—intensified sales efforts 
will do the job.” 

3—“We accept the fact that the war effort in 
1951 cannot and will not absorb the build- 
ing materials and manpower released by 
the curtailment in home building. Harder 
selling is the only answer to sustained vol- 
ume and profit.” 

—“We are planning intensified sales efforts 
against the repair, remodeling and struc- 
tural improvement market. This is unques- 
tionably the most important source of profit- 
able sales volume to replace shrinking new 
construction sales.” 

5—“We will go after. new types of business 
which we have not solicited before, such as 
industrial, commercial, specialties, fabri- 
cated or partially fabricated items, etc.” 

6—“We are analyzing government purchase 
requirements for items we can supply from 
stock or manufacture with our facilities and 
we are going to go after such business. We 
are planning to get in on the defense hous- 
ing picture, becoming prime contractors if 
necessary.” 

7—“It seems to me we should place emphasis 
on the cultivation of the trade of skilled 
workers and farmers. These will have ex- 
ceptional purchasing power during the war 
emergency. We plan to keep our store open 
during hours that will be most convenient 
for such shoppers.” 

—“We propose to sell a package of laboring 
materials instead of just materials when- 
ever possible. By getting a profit on the 
labor as well as materials we can fortify 
our business against any possible falling off 
in sales.” 

9—“We plan to capitalize on open end mort- 
gage financing. Savings and loan and other 
mortgage financing agencies will have more 
money than loan prospects during the period 
when home building is limited.” 

10—“We insist that our salesmen sell related 
items. Consumers are still too often buying 
lumber at the lumber yard and then going 
elsewhere for paint, hardware, glass, wall- 
paper and kindred items. We instruct our 
men to always ask ‘what are you going to 
use it for’ when a customer asks for lum- 
ber or building material, and then to sell 
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everything that is needed for the complete 
project.” 

11—“We cater to the cash and carry trade. We 
aim to make cash sales up to 30% of our 

12—“We are featuring sweat-equity housing, 
total volume and make them carry our 
overhead.” 
This is one sure way to cope with cur- 
tailed mortgage credits. A skilled mechanic 
with a building lot, some leisure time, and 
some cooperative friends can, through his 
own work, develop his home project.” 

13—“We cater to the housewife trade. Every 
year for the last ten, women have increased 
in importance to the lumber and building 
products merchant, and why not? Is it not 
the wife and mother who spurs on the bread- 
winner to greater efforts in providing a 
higher standard of living.” 

14—“We are developing self service and study- 
ing mechanical vending techniques. We are 
buying impulse merchandise that will lend 
itself to such merchandising and practically 
jump into the buyer’s shopping bag by 
itself.” 

15—“We are building a very few houses for sale. 
It is much easier for a dealer to adapt alter- 
nate materials, exercise flexibility in speci- 
fication, and practice ingenuity in equip- 
ment than for the contractor to do so. A 
limited program of speculative building is a 
splendid way to keep the inventory clean 
and make some extra profit.” 

16—“We strive to induce the public to build it 
themselves where skilled labor is not avail- 
able, thus using their leisure hours con- 
structively. More and more manufacturers 
are including installation instructions in 
their packages.” 

17—“We are going to step up our advertising 
and sales promotion. People need to be told 
what is available in both materials and 
labor. Consumer wants must be stimulated 
steadily during the war period to get maxi- 
mum sales volume. Don’t forget that self- 
generated business is pretty certain to fall 
off. The buying idea must be planted.” 

18—“We plan to purchase new and different 
merchandise to replace sales volume lost 
through restrictions on supplies needed for 
the war effort. We are studying our trade 
journals to uncover such items.” 

19—“We expect to maintain inventories at last 
year’s levels, not of course, in hard-to-get 
pen but in the overall total of items we 
sell.” 

20—“We are going to hunt for bargains in buy- 
ing. We plan to scour the advertising and 
new products sections of our trade journals 
for sales items that we can merchandise at 
a profit. Salable merchandise is the best 
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Important ways to maintain sales and profit volume during the national emergency. 


possible hedge against inflation.” 

21—“We plan to fabricate items in the yard, 
both construction items and war items. We 
are studying methods of iat and pre- 
cutting.” 

22—“We are taking consumer complaints seri- 
ously. We run down and adjust every rea- 
sonable customer grievance. We try to be 
absolutely fair in distributing scarce ma- 
terials.” 

23—“We are selling to make repeat customers 
and grateful friends rather than to simply 
secure sales volume. Now is the time to 
build permanent goodwill for the future.” 

24—“We cultivate customer and consumer good- 
will by making unusual efforts to take care 
of every customer request, through substi- 
tutions, change specifications or even buy- 
ing the wanted item from another retailer 
when necessary.” 

25—“We are training local mechanics on short 
cuts in the application of specialties. After 
such training we get savings in labor costs 
of 33-1/3 to 50% below what it would nor- 
mally cost to apply and install such ma- 
terials as roofing, siding, insulations, floor- 
ing, wall coverings, remodeled kitchens, 
bathrooms, etc.” 

26—“We are planning new incentives to stimu- 
late employes—new methods of keeping 
our people on their toes. With present tax 
rates we can build morale and teamwork 
at a lower cost than ever before.” 

27—“We hope to work out a mutually agreed- 
upon plan for working longer hours on the 
part of our entire force. Perhaps it would 
be a good plan to keep open one or two 
evenings a week to accommodate the people 
with money in their jeans who can’t shop 
in ordinary hours.” 

28—“We are making a survey of local building 
industry manpower. We plan to develop 
an inventory of contractors and mechanics 
with whom we wish to work and whom we 
will attempt to keep employed during the 
emergency period.” 

29—“We are starting a continuous series of em- 
ploye-training meetings. In addition to the 
never ending need for better product knowl- 
edge and selling practices, new problems 
will arise from week to week which can be 
treated en masse at such meetings and much 
time saved.” 

30—“We strive to inspire renewed confidence in 
the local building industry. Contractors and 
sub-contractors are in low spirits because 
of the restrictions and confusions in gov- 
ernment regulations. We can become the 
source of accurate, helpful information.” 

3l—“We are working more closely than ever 
with wholesale suppliers. As supplies get 
tighter, wholesale service will become in- 
creasingly important. Wholesalers can 
spread and distribute limited supplies most 
effectively. We think it is a good plan, there- 


fore, to set up and implement an effective 


cooperative program with wholesalers.” 
32—“We strive to make every employe sales 
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Your editor has visited with dealers in 22 states in the 
last sixty days. Here is a summary of what has been 
gleaned from individual interviews in which the question 
was asked “What are you planning that is new to cope 
with the war emergency?” These items in total represent 
a composite cross section of what forward thinking dealers 
are planning and doing as they face today’s challenge. 
Further details will be supplied on request. 
A.A.H. 





minded. The average retail sale will be 
smaller, the number of sales larger, the 
need for intelligent and courteous consumer 
service greater, available manpower less.” 

33—“We are establishing a close-working part- 
nership with manufacturing suppliers. 
Manufacturers are more merchandising 
conscious than ever this spring. Many of 
them have effective dealer helps.” 

34—“We plan to develop a specific cost reduc- 
tion program in two ways: (1) Analyze 
every cost detail and eliminate or minimize 
every waste. (2) Get more production from 
every employe, more sales with the same 
staff, more output from every worker, in- 
cluding management.” 
Don’t discount the need for creative sell- 
ing. You will encounter a four-way squeeze 
on profits: 1) Higher costs. 2) Higher 
taxes. 3) Consumer price resistance. 4) 
New competition. The intensified competi- 
tion from mail order houses, applicators, 
truckers, direct selling wholesalers and 
manufacturers experienced in recent years 
will be multiplied by opportunists and chis- 
ellers who will seek to exploit shortages. 
Pattern your sales development program 
after those great merchants, Sears Roebuck 
and Montgomery Ward. Their most sig- 
nificant increases in volume have been in 
the building material field. Their techniques 
are available for all to see. 
Fortify credit connections. Business loans 
will be progressively harder to get during 
the emergency period, and additional credit 
resources will be highly desirable if not 
absolutely essential. 
We are developing cash over-the-counter 
business featuring “build it yourself pat- 
terns”. Sears gives valuable counter and 
catalog space to woodworking patterns that 
inject seasonable ad price appeal into retail 
lumber sales. Helps liquidate short lengths, 
helps make sales for related items, paints, 
hardware, tools, glue. 
Never forget the simple fundamental that 
“Business comes where it is invited and 
stays where it is well treated.” 
Maintain a dynamic viewpoint. Trouble- 
some as it is, this is the only life we have 
to live—the only world we have to live in. 
Let us, therefore, live at our most extended 
point—giving everything we have in energy 
and talent to the task of building a better 
business, a better community, a better coun- 
try and a better world. 

vent Art Hood 
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THE RENDERING AND FLOOR PLAN reproduced above 
are typical of the almost numberless plans that can be 
put together from the U. of Illinois’s Small Homes Council 
research. This is an extremely livable home which, as 


indicated, was “designed” by fitting together four typical, 
predesigned basic units: living room area; work area; 
sleeping area and garage. 


Something New in House Design 


Results of an 18-months’ 
study in residential construc- 
tion made by the Small Homes 
Council of the University of 
Illinois under a grant by the 
Lumber Dealers Research 
Council are revealed in a 62- 
page book, “Contemporary 
Houses Developed from Room 
Units,” just released. 
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Working drawings of 28 
houses shown in the book are 
being distributed by the Lum- 
ber Dealers Research Council 
through lumber yards. In ad- 
dition to these specific plans, 
an almoct unlimited number of 
additional plans can be devel- 
oped from the basic room units 
shown in the book. 


Unit room planning enables small- 
home buyers to build a house tail- 
ored to his family’s needs. Here 
are the highlights of an important 
research study made by Small 
Homes Council with a research 
grant by Lumber Dealers Research 
Council. 


This system of using unit 
room designs to develop sound, 
attractive small homes 1s, In 
fact, a revolutionary advance 
in the light construction indus- 
try. From the many standard- 
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NUMEROUS DESIGN VARIATIONS are possible in addi- 
tion to innumerable room variations under the system 


of unit room planning. Exterior appearance can be made 


ized plans for rooms offered in 
the book, the homeowner can 
select the four basic units—a 
living-dining area; a work 
area; a sleeping area and a 
garage, which best fit the living 
needs of his family. Each of 
the basic room units can be 
combined in several ways to 
form a complete house plan. 
Although the units are de- 
signed for one-story basement- 
less houses, alternate plans for 


oe - 


work areas have been developed 
to show basement stairways. 
Beside the basic units, optional 
type units have been developed: 
extra-room units which can be 
used to provide a separate din- 
ing-room, bedroom, study or 
porch; also sleeping area ex- 
pansion units which can be 
turned into extra bedrooms or 
in some units, a children’s play- 
room. 

One important feature of 
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THREE BEDROOM PLAN shows the variety that can be achieved in 


interior layout. 
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to fit nearly any architectural scheme without in any way 
detracting from the planning value of the unit system. 


each of these plans is that they 
permit standardized construc- 
tion practices. The units are 
modularly planned and waste 
in labor and materials is re- 
duced to a minimum. By using 
the modular principle (four 
inches or multiples of four 
inches), the random, unrelated 
dimensions for rooms, win- 
dows, and closets are elimi- 
nated. This, in turn, eliminates 
the inefficient practice of meas- 
uring, cutting and assembling 
the many and various pieces of 
a house while it is being built. 
Because the units are modular, 
job operations can be easily 
laid out in the drafting room 
before construction starts. This 
makes possible improved fram- 
ing details which reduce the 
amount of labor needed on the 
job. 

Lumber can be pre-cut to 
size by power tools; roof 
trusses, wall panels and gable 
ends can be detailed for pre- 
assembly on the ground; closet 
walls can be used for interior 
partitions. As shown in most 
of the 28 house plans, the use 
of roof trusses eliminates the 
load-bearing interior partitions 
and allows sheet materials to 
be applied on the entire ceiling 
of a one-story house efficiently 
and quickly. The same is true 
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UNIT ROOM PLANNING SYSTEM has been worked out 
so completely that even garages can be plotted to fit prop- 


of floors and exterior walls. 
Two of the 28 house plans 
which use identical units were 
built in Champaign, Ill. last 
fall as a demonstration of the 
flexibility of the unit planning 
principle. A third house dem- 
onstrates how additional flexi- 
bility can be obtained through 
variations in exterior materials. 
“Each unit,” states the sur- 
vey report, “is carefully plan- 
ned within itself without re- 
gard to the rest of the house 
or the exterior. For example, 
the bedrooms have an accept- 
able relationship to the bath- 
room and the linen closet, 
which are also part of these 
units. The bedrooms are large 
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enough to accommodate the 
usual pieces of bedroom furni- 
ture and have a pre-determined 
amount of storage space (de- 
pending upon the number of 
people for whom the room is 
designed.) 

“Such a unit of bedrooms 
and bath can answer the needs 
of a dozen houses, no two of 
which might be alike except for 
this inner relationship within 
the rooms of the unit. Other 
units are similarly designed, 
permitting considerable vari- 
ety and flexibility in room ar- 
rangement, also in structural 
design and use of materials. 
The homeowner has his choice 
of exterior materials, roof 





|| BEDROOM 
|| 10-0" x 12-0" 









Storoge 





GARAGE 














7 WO UO 


“BEDROOM =o =O | 
7-10" « 11°-10" “| 
q 


HALL 3-4" x 





44. 





| 
| 
LIVING-DINING AREA 


TERRACE 


oH 














_ ) 


COMPLETELY DIFFERENT FLOOR PLAN from one on pre- 
vious page is here shown—yet it was easily laid out by using 
the unit room system. Notice that overall area is nearly identical. 
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erly into the whole. 
achieved for outdoor living even where lot is small. 


Notice that privacy can easily be 


type, floor construction and 
materials, window type (num- 
ber and size), interior finish 
material, heating system and 
such other elements as fire- 
places, outdoor terraces, etc.” 

Each series of units provides 
for a wide variety of room 
sizes. Minimum houses can be 
built from the units, also me- 
dium and. larger residences. 
Before determining the sizes of 
the living-dining areas and 
bedrooms, studies were made 
involving furniture, traffic 
lanes and possible door and 
window locations. The work 
areas were designed in accord- 
ance with space and _ storage 
standards established through 
research at the University. 

This latest oustanding piece 
of research in the residential 
housing field by the Small 
Homes Council is a tribute to 
University and the several hun- 
dred retail dealers throughout 
the country whose voluntary 
contributions made this study 
possible. Clarence A. Thomp- 
son, Champaign, Ill., is chair- 
man of the Lumber Dealers Re- 
search Council. Objectives of 
the project and methods of 
procedures were set up by Wil- 
liam H. Scheick, Small Homes 
Council director (on _ leave 
1949-51). James T. Lendrum, 
acting director of the Council, 
supervised the study. 

The entire staff of the Small 
Homes Council cooperated in 
contributing basic information 
and auxiliary research mate- 
rial. The attractive 62-page 
book was edited by Maxine H. 
Kennedy. 
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By NORMAN P. MASON, 


former president of the National Retail Lum- 
ber Dealers’ Association, is the president of 


Wm. P. Proctor Co., North Chelmsford, 
Mass. He is a director of the U. S. Cham- 
ber of Commerce and chairman of its Con- 
struction Civic Development Committee. 


In studying the replies to 
personal letters I sent on De- 
cember 27, 1950, to friends of 
mine in the retail lumber and 
building material industry all 
over America, I have been par- 
ticularly impressed by two 
thing's: 


1. The excellent condition of 
these dealers as to inventory 
and financing to meet any de- 
mands which may be made on 
them to facilitate construction 
needed to support our defense 
effort and construction needed 
to produce and store food and 
construction needed to keep the 
domestic economy healthy. 


2. The unusual similarity of 
both the existing conditions and 
the estimates of what lies 
ahead, in all parts of America. 


This Survey lays no claim to 
infallibility. The information 
on which it was based was col- 
lected between January 1-15 
from retail lumber dealers 
from all parts of the country. 
It represents the figures and 
estimates of large and small 
units, of independents and 
chains, of city and rural deal- 
ers, of dealers whose business 
is largely commercial and in- 
dustrial and those whose busi- 
ness is largely in the house 
building field—and every shade 
between these two. The ques- 
tions were carefully placed to 
avoid bias in answering. The 
replies represent true “grass 
roots” facts and estimates. 
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Results of Dealers’ Own Survey 


Norm Mason’s second annual poll of dealers 
from coast-to-coast shows last year’s sales up 20%; 
inventories 19.1% larger than a year ago; accounts 
receivable up 23.8%. Here’s a summary of dealers’ 
predictions about your business for 1951. 


Here is what this industry 
has to say today. 


Total Sales in the retail lum- 
ber and_ building material 
yards of America during 1950 
exceeded those in 1949 by 20%. 
Lower sales were reported by 
only 12% of those replying. 
The range was from 65% in- 
crease to a drop of 10%. The 
median was the same as the 
average. This increase in sales 
points to the fact that the in- 
dustrv was fulfilling its true 
function in the busy year of 
1950—tthat it is an aggressive 
growing industry important to 
the economy of the nation. 


Inventories on January 1, 
1951, were generally more com- 
plete than even a year ago when 
we were boasting that we had 
complete well rounded invento- 
ries for the first time since pre- 
war. The average inventorv 
was 19.1% larger. A part of 
this revresents increased dol- 
lar cost of some items but in- 
dications are that the number 
of units was generally greater 
too. Common construction 
grades of lumber stocks were 
onlv 5.1% above normal.: It is 
obvious from this that there is 
no hoarding or scarce buying. 
Stocks of upper grades of lum- 
ber were on the average just 
normal though some grades 
and items were in short supply 
in many dealers’ stocks. Upper 
grades of Ponderosa Pine were 
varticularly noted by several 
large buyers as being in short 
supply. Fir and redwood up- 
pers were less frequently men- 
tioned. Plywood stocks in retail 
vards reflect the hectic distri- 
bution of this product. Few 
dealers considered their stocks 
normal. The stocks were so 
unbalanced that any generali- 
zation would be misleading, so 
it has had to be omitted. 


Accounts Receivable in gen- 
eral reflect the picture of in- 


creased sales. The average was 
23.8% above a year ago. It is 
unfortunate that an accurate 
statement as to the age of ac- 
counts is impractical, but so 
few dealers use the standard 
measure of the relationship of 
the number of days business to 
the receivables that the results © 
were not felt to be accurate. 
Only 7.3% of those replying 
reported their receivables in 
“better than normal” condition; 
5414% reported theirs as nor- 
mal and 38.2% said that their 
customers were taking longer 
than usual to settle their ac- 
counts. There is a wide varia- 
tion in dealers’ practices as to 
credit granting. Some dealers 
had 25 days’ business on their 
books and thought it was nor- 
mal while some with 214 or 3 
times this on their books said 
it was better than normal. 
Those financing builders with 
FHA mortgages and large scale 
house building projects had the 
heaviest receivables generally. 
Cost of operation went up 
last year in the majority of 
the retail lumber and building 
material dealers’ establish- 
ments. The average increase 
was 8.6%. Labor costs were one 
factor in this increased cost of 
doing business. They increased 
10.3%. Replies indicated a 
further increase in this figure 
and indicated that last year’s 
increase would be really larger 
than the 10.3% reported, as 
many of the wage increases 
came late in the year and were 
therefore not fully reflected in 
the year’s figures. Comments 
indicated that the increased 
volume had helped keep operat- 
ing costs from too heavy an in- 
crease. A few dealers with 
either a very large increase in 
volume or a combination of a 
new plant and new equipment 
and some increase in volume, 
experienced a lower cost of op- 
eration than usual (figured as 
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50 vs. ’49 
Sales +19.4% +13.2% + 16% +25.1% + 2.4% 28.9% 28.3% 23.1% 
Predictions for ’51 vs. ’50 
New Houses —38.1% — 41% — 25% — 44% —53.3% —36.2% —31.1% —44.3% 
Industrial +15.6% + 16% normal + 27% + 17% —2%% + 25% + 9% 
Commercial normal — 3.3% normal — 10% + 10% — 40% +16.6% — 6% 
Farm — 3% + 5% + 18% + 44% normal + 9% + 10% + 5% 
Modernization + 12% +19.4% normal +12.1% +23.3% +17%% +12%% + 6% 
Inventory 
Total vs. year ago +16.9% + 15% + 10% +19.4% +21.4% 421% + 5% 24.2% 
Com Gr Lbr vs. normal + 3.5% normal + 17% +121% + 3.3% + 5% normal +11.4% 
Upper Gr Lbr vs. normal + 3.1% + 25% — 5% — 2.5% normal —116% — 12% +18.5% 
Will Shortages Yes 70% + 67% 100% 90% 67% 75% 67% 80% 
Retard Building? No 30% 33% en 10% 33% 25% 33% 20% 
Accts Ree vs. 1 yr ago +24.6% +22.4% + 7.2% + 238% +13.7% +48.8%  +25.7% +17.4% 
Better i - 15% 10% eae sie 33% 15% 
Condition Normal 70% 67% me 50% 67% 40% 33% 60% 
Worse 30% 33% 25% 40% 33% 60% 34% 25% 
Availability of Financing ok ok ok ok ok ok ok ok 
Effect of Reg. X 
Number affected 55% 90% 25% 67% 100% 60% 67% 50% 
Amount Change — 31% — 388% — 25% —30%% — 25% —27%% — 29% — 80% 
Operating Cost + 8% +17.3% + 3% +138% + 14% + 383% + 18% + 7.7% 
Labor Cost +10.7% +96% + 10% +16.2%  +11.3% + 36% + 5.7% + 9.7% 





a percentageof sales). Increased 
costs may pose a serious prob- 
lem for this industry in 1951 
as volume declines, due to re- 
strictions and regulations. 
Regulation X has not yet af- 
fected dealers’ sales too seri- 
ously in most cases as a good 
many jobs have been “let under 
the wire” by modification of the 
regulation’s effective dates, and 
by other means. However, 70% 
of those replying felt that the 
new house supply had declined 
an average of 20% as the re- 
sult of “Madam X” and that 
the psychological influence of 
the order was retarding the 
starting of many new homes. 
In some areas builders are shy- 
ing away from minimum- 
priced houses and specializing 
instead in those in a price range 
near $15,000, where buyers are 
more likely to have the down 
payment. Attention was called 
to the fact that this might re- 
sult in more materials being 
needed per family unit built 
than in the past. It was the 


80 


consensus of opinion that the 
real effect of Regulation X has 
not yet been felt. 

Financing of construction of 


homes is less of a problem this. 


year than it has been previous- 
ly. In most areas both FHA 
and loans from Savings and 
Loans Associations, Savings 
Banks, and similar convention- 
al sources are readily available. 
Less than 2% of the replies 
indicated any tightness. 
Prediction for the future was 
not as easy as recounting the 
facts of past events. Comments 
were that “I have never been 
more in doubt as to a program 
and policy for our company,” 
and “I don’t think I have ever 
been personally so confused as 
I am at present.” The replies 
indicated thoughtful judgment 
and their similar pattern is in- 
teresting and convincing as to 
their worth. Sixty percent of 
those answering felt that mate- 
rial shortages would retard 
building this year; 26% felt 
that they would not. (These va- 


ried from the one who thought 
that the cutback in Regulation 
X should make materials avail- 
able aplenty, to the replier who 
said that in his area the hoard- 
ers and black market concerns 
had plenty of everything for 


those who would pay their 


price.) The other 14% were un- 
certain. 

Items in Short Supply—Gyp- 
sum lath and board topped the 
list of short items. It was men- 
tioned in every area; 70% of 
those replying named it as in 
short supply. Nails were cited 
by 44% and plywood and met- 
als by 2414% each; 1714% said 
millwork; 16% said builders 
hardware. Cement and flashing 
metals and steel sheets and 
plumbing supplies were each 
listed by 14%. Other items 
mentioned more than once were 
white pine uppers, fir uppers, 
redwood uppers, red cedar shin- 
gles, finishing lime, roofing, re- 
inforcing bars, steel and alumi- 
num roofing, screens, electric 

(continued on page 130) 
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‘Tt’s easier to Sell 


the Leader!” 


says: R. A. McENrEry, 


Prominent Erie, Pa. Building Supply Dealer 


“Heatilator* Fireplace has been the 
leader with me for the past 15 years,” 
says Mr. McEnery. The Heatilator 
unit is first in sales with thousands 
of dealers, because it was the first 
practical method of circulating fire- 
place heat. It gets word-of-mouth 
advertising from hundreds of thou- 





sands of satisfied Users, and consist- Mr. McEnery finds it pays to mention the advantages of the Heatilator unit 


ent, convincing printed advertising 
in consumer, camp, architect and 
builder magazines. “Why should I waste my time on 
little-known brands?” asks Mr. McEnery. “People know 
the Heatilator name means quality.” 

“I get extra sales by mentioning Heatilator Fireplace 
every chance I get.” Builders like the Heatilator unit be- 
cause it’s easy and economical to install, a heavy-gauge 





Mr. McEnery has enthusiastically endorsed the Heatilator unit for fifteen years. 


on every order calling for fireplace materials. 


steel form. It’s complete from hearth to flue, 
with no extra parts to buy or build. It gives 
smokeless, trouble-free results. And it gives 
you extra profit on every fireplace sale! Write 
today for full information. Heatilator, Inc., 
952 E. Brighton Avenue, Syracuse 5, N.Y. 


*Heatilator isithe registered trademark of Heatilator, Inc. 
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NO. 2—STORE 


LAYOUT 


SERIES 





WHEN STORE DESIGNING starts from scratch, all of the 
physical features of modern merchandising can be incor- 
porated in the building. This moderate store combines 


several effective traffic pullers. 


HERE THE DEALER HAS split his offices; one for con. 
tractors, the other for consumers, on either side of his alley, 


The Modern Store -- Size, Shape and Decoration 


Sales areas may be laid out in a number of ways to fit various size and 
shape rooms. Here are the rules by which they may be properly arranged for 
effective display of merchandise. 


For the dealer who builds 
a new sales room from the 
ground up, the job of designing 
an area of suitable size and 
shape is fairly simple. But the 
dealer who must adapt his 
property according to the re- 
strictions of the existing build- 
ing, the project isn’t so easy. 
So in this discussion of store 
size, shape, and decoration, a 
practical eye will be kept on 
the problems that usually arise 
in the case of the latter. 

The ideal shape for a sales 
room is either rectangular or 
square, and in the case of a rec- 
tangular area, the width should 
be at least one-third the length. 
The actual foot measurement 
varies, but a good planning rule 
is to be sure that the width 
measurement is never less than 
30 feet, and preferably more. 


Store in a Lumber Shed 


This immediately poses a 
problem for the dealer who 
wishes to adapt a portion of a 
standard lumber shed into a 
sales room, and it is a very 
common situation. The usual 
width of the shed is 20 feet on 
either side of the alley. Natu- 
rally, the alley cannot be closed 
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off, so the 20-foot width is pre- 
determined for the store. 
Many dealers, to offset the 
narrow dimension of the room, 
and to gain the necessary room 
for product display, have gone 
far back into the shed, thus 
creating a room very long and 
narrow. The result has been 
found not too satisfactory. 


Addition to Shed 


It is far better to build an 
addition to the shed, at least 10 
feet wide, and as long as the 
new sales room will extend. In 
most cases, this is a simple mat- 
ter, and one that can be accom- 
plished at little cost. 

In a few cases, we have noted 
the dealer has finished two 
rooms at the front of his shed, 
separated by the alley. The 
result is actually two sales 
rooms, and the complications 
arising from this disconnected 
arrangement make it a highly 
undesirable type of layout. 

Even when the one room is 
devoted entirely to the sale of a 
particular product, under the 
supervision of a full-time sales- 
man, the result is the same. 
For example, one of the rooms 
may be devoted to the sale of 
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paint, or hardware, and is es- 
sentially a separate depart- 
ment of the dealer’s business. 
But by segregating it, the valu- 
able power the products may 
have of stimulating impulse 
— or store shopping, is 
ost. 


A Store in Adjoining Rooms 


Some dealers, by necessity, 
have a store laid out in several 
adjoining rooms, with narrow 
openings between them. The 
tendency has been to depart- 
mentalize these rooms, creating 
several small stores within the 
whole. Here again, the rules of 
modern merchandising would 
veto the layout. 

For the dealer who has no 
other alternative, however, the 
best plan is to open up the 
passageways between the rooms 
as much as possible, and by di- 
versification of merchandise 
display, give the appearance of 
a large unit, rather than a 
series of smaller ones. 


Use of Upstairs Room 


Another common problem is 
whether or not to have the 
store on one level. This is par- 
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in consumer store designing. 


ticularly true of the dealer who 
may have a rather small two- 
story building, and who wants 
to utilize the entire space for 
selling. 

This is one of the most diffi- 
cult situations to effectively 
plan around. Studies made of 
the traffic pattern in two-level 
stores have proved conclusively 
that traffic on the upper level 
falls off tremendously, even in 
department stores that employ 
every trick of merchandising 
to entice customers to the sec- 
ond floor. 


Stairway the Prime Requisite 


If such a layout must be 
used, a wide, well-lighted, and 
centrally located stairway is 
the prime requisite. The lib- 
eral use of signs and arrows, 
calling attention to the upstairs 
store and the merchandise that 
is carried there, is also highly 
important. There should be 
plenty of light on the second 
floor at all times, and at least 
one sales person on hand. The 
placing of one or two fast-sell- 
ing products up there is also a 
trick to encourage traffic. 

But by all means, avoid giv- 
ing the impression that the up- 
per level is a _ hard-to-get-to 
area, or an out of the way 
place. Psychologically, the cus- 
tomer has the thought in his 
mind that he doesn’t belong off 
the street level. That resistance 
must automatically be spiked, 
by the means mentioned above. 


The Contractor Room 


The practice of having con- 
tractor rooms on the second 
level is also frequently found 
among retail lumber and build- 
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THIS STORE HAS BEEN built at right angles to an estab- 
lished closed alley shed. The result is an attractive and 
impressive appearance from the street; an important factor 











THE STORE ABOVE is an extension of a double-deck open 
lumber shed. Its location adds unity to the overall yard 
layout, but is essentially an independent building, and could 


be situated anywhere on the property. 


ing products’ dealers. These are 
usually product display rooms, 
sometimes quite elaborate. They 
also often have tables, chairs, 
and product literature; so a 
contractor or other customer 
can be interviewed privately. 

This is an excellent idea, but 
such a room cannot be classed 
as a store. Customers seldom 
enter it without specific invita- 
tion. It is rather an office, and 
its uses as such are highly im- 
portant to the dealer. 

The main problem connected 
with the contractor room, when 
it is located on the upper floor, 
is one of housekeeping. We 
have seen many such rooms 
that are dusty and untidy. 
Product exhibits have been al- 
lowed to become dingy and in 
disarray. Thus, much of the 
effectiveness of the room as a 
sales tool is nullified. 


Odd Shaped Areas 


There are other type areas 
that present layout problems. 
Ell and tee-shaped rooms are 
difficult to arrange, and the 
tendency is to group products 
into departments or units. De- 
partmentalization is not unde- 
sirable, as will be discussed in 
a later article in this series. 
But segregation of products in 
rooms or areas through which 
free and easy travel is handi- 
capped, is not actually depart- 
mentalization,: and is a serious 
block to traffic. 

Particular care must be 
taken in all odd-shaped rooms 
that passageways or traffic 
lanes are as wide and open as 
possible. The location\ of the 
office or sales counter is also 
important. If it is located near 
the main entrance, the chances 


are that traffic beyond it is 
practically nil. 


The Matter of Size 


As for size, this is a matter 
largely dictated by the partic- 
ular requirements of the deal- 
er. We have mentioned the 
minimum dimension for a rec- 
tangular area earlier in this 
article. Aside from that, the 
measurements are practically 
unlimited in both directions. A 
good rule to follow in all store 
designing, however, is that too 
much room is far better than 
not enough. A cramped, con- 
fused sales room has_ two 
strikes against it before a cus- 
tomer ever enters the door. 

For the average small dealer 
who wants to plan a moderate 
sales area devoted to building 
product and small goods dis- 
plays and sales fixtures, an 
area 30’x60’ exclusive of the 
general office is adequate. If, 
however, appliances, heating 
units, plumbing fixtures, or 
other space consuming prod- 
ucts are to be carried on the 
floor, the 1800 square feet are 
not sufficient. 


Maximum Space 


There is, of course, a maxi- 
mum space that can be prac- 
tically handled. For example, 
a 50’x100’ area or any 5,000 
square foot equivalent, is suf- 
ficient to do a complete store 
layout job on the largest scale. 

Because of the high cost of 
such a building, its mainte- 
nance and upkeep, and the tre- 
mendous amount of merchan- 
dise that it can accommodate, a 
layout of such dimension is 
necessarily for the high volume, 
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HERE THE DEALER with an upstairs 
display room, uses the stair risers to 
advertise the product to be found 
there. The result is an invitation for 
customer traffic, and is a good anti- 
dote for a difficult problem. 





APPLIANCE AND OTHER large product displays require 
more floor space than small items. On the left is an area 
exhibit of appliances and cabinet units that affords good 


rapid turn-over dealer. It takes 
an impressive dollar volume, 
day in and day out, to cover the 
overhead involved. 


Store Decoration 


The matter of decorating a 
store is generally misunder- 
stood by dealers. Since they 
handle materials to build, fin- 
ish, and decorate homes, they 
are inclined to over-finish their 
stores. The result oftentimes 
fails to do justice to the prod- 
ucts used, and it certainly over- 
shadows the merchandise dis- 
played on the floor. 


Merchandise Is King 


In a retail store, the mer- 
chandise is king. In other 
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THE SMALL ROOM at a different floor level has been made a definite part of 
this store by the use of wide steps and the wall panel displays. Both have draw. 


ing power into this area. 


words, it is the object that 
should command all attention. 
Room decoration, and the fix- 
tures used to display it, should 
be complimentary to that ob- 
jective. 


Fixtures Should Blend 


Light and color, of course, 
are important to a good store. 
In most cases, walls and ceil- 
ings should be tinted a neutral 
color. Lighting, except for that 
used to spot a particular prod- 
uct exhibit, should be well dif- 
fused. High colors, unless they 
are used dramatically to play 
up a product or an exhibit, are 
best avoided. 

Both color schemes, and mer- 
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visibility from all angles. By contrast, the saw-tooth paint 
shelves on the right permit the effective display and stor- 
age of a considerable inventory in a small space. 


chandise sales fixtures should 
blend together. In other words, 
sharp breaks caused by con- 
trasting colors, or by fixtures 
of different style and type are 
not good. 

The fixtures themselves 
should be as unobtrusive as 
possible. If they are too ornate 
or bulky, they detract from the 
product. 

The main job of color in the 
room itself is to create a pleas- 
ing impression. In selling, it 
is important, but supplemental. 
The use of color as a sales tool 
is a matter of individual dis- 
play build-up, and will be cov- 
ered in the discussion of dis- 
play fixtures and product ex- 
hibits. 
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PROMOTION PROGRAMS THAT PAY OFF 


Follow-Up Plan Sold 20% of Our Prospects 


These sales included materials for five houses 
and eight remodeling jobs. Read how this progressive 
Michigan firm capitalizes on manufacturers’ leads in 
this second in a series of timely sales articles. 


By MARTHA NOWELS 


Nowels Lumber and Coal Company, 
Rochester, Mich. 


PART Il 


Your manufacturers claim 
that their inquiries from na- 
tional advertising are 70% pro- 
ductive. They say spot checks 
prove that 70% of the persons 
answering their ads build, re- 
pair, or remodel within a per- 
iod of 12 to 30 months. Thor- 
oughly convinced of the value 
of these names, they have for 
years continued to spend from 
$2 to $10 to locate each pros- 
pect for you. 

In just eight month’s time, 
our simple follow-up plan sold 
20% of the persons responding 
to national advertising—well 
on the way to justifying manu- 
facturers’ statements. These 
sales included the materials 
for five houses, eight remodel- 
ing jobs, and odds and ends of 
two houses built in other local- 
ities. Profitable? Yes! 


Some months ago we decided 
that people sufficiently inter- 
ested to clip coupons were a 
good potential source of new 
business for us. A personalized 
follow-up, showing our genuine 
interest in, and an offer of help 
with their building project, 
might encourage them to go 
ahead. We wanted to sell our- 
selves and our services, and at 
the same time, make the fol- 
low-up typical of the personal, 
beneficial service we could ren- 
der them. 

Further, we aimed our pro- 
motional campaign at drawing 
the prospect into our office, 
thereby cutting costly sales- 
man’s calls. Failing this, we 
wanted at least to weed “the 
prospects from the suspects”, 
and those interested in building 
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immediately from those plan- 
ning for the future. 

To accomplish all this, we 
settled on a series of three let- 
ters mailed at the interval of 
two weeks. The first letter is 
typed and is further personal- 
ized by naming the company to 
which the prospect first di- 
rected his inquiry. To establish 
ourselves as selling headquar- 
ters for that material, we en- 
close other colorful literature 
on the product. However, in 
the case of Celotex inquiries 
(gained from ads on homes and 
home plans), we include the 
University of Illinois* bulletin, 
“Designing the Home”, which 
explains how to judge house 
plans. Heatilator prospects re- 
ceive the University of Illinois 
bulletin on “Chimneys and 
Fireplaces”, an authoritative 
study on correct fireplace and 
chimney construction. 

In other words, you send the 
prospect more informative lit- 
erature on the improvement in 
which he is interested .. . sell- 
ing literature that whets his 
appetite. At the same time your 
letter offers your help and 
building experience to make 
his project easy, enjoyable and 
effortless. 

Remember? Hammer home 
the comfort and convenience of 
new improvements; then show 
him how easily these benefits 
can be his! 

The business reply card sug- 
gesting that you meet the pros- 
pect at your office or at his 
home is important, too. It in- 
dicates a willingness to go out 
of your way to give him the 
building advice he may need. 

By mimeographing the next 
two letters, you eliminate cost- 
ly typewritten letters and first 

*Published by the Small Homes Coun- 


cil, Mumford House, University of Illi- 
nois, Urbana, Illinois. 


class postage, thereby keeping 
the cost of the series modest. 
However, in sacrificing the 
typewritten letter with the 
prospect’s name in the saluta- 
tion, you are not necessarily 
lowering readership. On the 
contrary, many direct mail ex- 
perts claim that a processed 
letter headlining a basic selling 
appeal will often outpull a 
standard letter. 


Therefore, the second letter 
is general—again telling the 
prospect what he can do, and 
how easily he can do it. The 
American Lumberman’s “Prac- 
tical Home Improvements,” 
which teems with helpful hints 
on every phase of building and 
remodeling, is enclosed with 
this letter. This booklet is in- 
cluded, not only because of its 
many colorful suggestions, but 
also because it is written from 
the retail lumberman’s point of 
view. “You can depend on us 
for accurate and honest coun- 
sel”. .. . You can inspect all 
these materials in our store”, 
it says. Another business reply 
card accompanies the second 
letter. 


About 25% of the propects 
return the blank, self-addressed 
postal card which is sent with 
the third letter. A typical reply 
reads, “Thank you for your in- 
teresting books. We plan to 
remodel next year, and will 
contact you then for further 
information. Others say, “We 
were going to remodel, but cir- 
cumstances now necessitate 
that we move from this vicin- 
ity”, or sometimes even “I will 
be in to see you Monday with 
my blueprints’. 


You can qualify those who 
haven’t returned the card from 
Letter No. 3 by a telephone call 
from your salesman or counter 
man. They can say, “Mr. Jones, 
recently we sent you some 
helpful ideas on ceiling tile. 
When may we give you an esti- 
mate on this improvement to 
your home?” Since you have al- 
ready “paved the way” for this 
call by selling letters, you can 
expect to determine whether 
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5 to 10 Day 


Delivery Assured 

















Famous BEEGEE Windows 


We have doubled the daily 
production of Bee Gee Win- 
dows. Through this increase 
in every department we are 
able to assure our dealers of 
5 to 10 day delivery on every 
Bee Gee Window type and 
size. 


MEET THE DEMAND 
Your customers will like the 
variety of types and sizes 
(more than 42) for every 
architectural demand. With 
Bee Gee Windows you can 
satisfy every taste and meet 
every budget. Don’t miss out 
on Bee Gee profits. Be ready 
to deliver famous Bee Gee 
Windows promptly. 


FAMOUS BEE GEE 
FEATURES 


Clean the OUTSIDE 
from the INSIDE. 


One complete factory pre- 
fitted unit, consisting of 
FRAME, pre-fit glazed 
SASH with GLASS bedded 
in putty, copper SCREEN 
and all HARDWARE ap- 
plied at the factory. 
CONTROLLED VENTI- 
LATION permits air to 
enter as desired from three 
directions. 

TO INSTALL—simply set 
the Bee Gee Window in 
the wall. : 


Famous Bee Gee Windows are sold only through 
lumber dealers in the following states: Michigan, Ohio, 
Indiana, Kentucky, West Virginia, Pennsylvania, New York. 


GET THE BEEGEE WINDOW PROFIT STORY 
for full details . . write today . . Dept. AL-2 


BROWN-GRAVES CO. 


AKRON 1, OHIO 
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Pine... Monarch of the Pines...is a gen- 
uine white pine blessed with all the inherent 
qualities that have made white pine a pre 
ferred building material for generations. 
Uniformity of color, soft even texture and 
straight grain make Sugar Pine unexcelled 
among woods for interior trim, cabinet work, 
paneling, sash, doors, siding, and pattern 
lumber. And like all lumber from Association 
mills, it is manufactured with care, thor- 
oughly seasoned, and carefully graded. 


For more information about Sugar 
Pa Pine, send for free literature—Grade 
Use Guide; and Facts Folder. Address 
WESTERN PINE ASSOCIATION 


Yeon Building + Portland 4, Oregon 


THESE ARE THE | Idaho White Pine, 
WESTERN PINES | Ponderosa Pine, Sugar Pine 


THESE ARE THE | Larch, Douglas Fir, White 


ASSOCIATED | Fir, Engelmann Spruce, 
woops | Incense Cedar, Red Cedar, 
Lodgepole Pine. 
WOODS FROM | THE WESTERN PINE REGION 
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OFFICE RECORD CARD shows complete information on status of each prospect. 


the prospect’s interest is im- 
mediate, for the future, or non- 
existent. 

Follow those interested im- 
mediately by a personal call, if 
you are unable to persuade 
them to come into your office. 
Probably, however, many of 
your prospects will be planning 
for the future. Don’t Forget 
Them. Place their names (those 
who indicated a future inter- 
est either on the post card or 
during the telephone conversa- 
tion) on the (illustrated) card 
for your active prospect file. 
As pertinent new literature on 
their planned improvement 
comes into the office, don’t hes- 
itate to send it. Enclose, too, a 
note saying that you will be 
glad to confer with them any 
time at their convenience. 

If you mail some publication 
(such as United States Gyp- 
sum’s “Popular Home’) regu- 
larly from your office, add 
these names to your list, so you 
are constantly reminding them 
of your organization and its 
services. In addition, telephone 
them at least once every six 
months. 

You can operate this sales- 
boosting system in your own 
office. It’s simple. Your local 
letter shop will gladly mimeo- 
graph the second and third let- 
ters on your letterhead. Decide 
which piece of literature you 
will send for each manufac- 
turer’s inquiry, and have your 
secretary set aside a definite 
period each week for dispatch- 
ing this mail. To make sure 
each prospect receives the 
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proper letter in the series, 


make a list (as shown) after 
the first letter is typed. Two 
weeks later, after the second 
letter is sent, the secretary 
should type in the date and 
Letter No. 2. The process is re- 
peated for the third letter. 

Through this proven plan for 
turning manufacturers’ inquir- 
ies into sales, you will secure 
(as we have) a profitable por- 
tion of that 70% who build, re- 
model or repair. 

Why are these inquiries from 
national advertising so produc- 
tive? 

This is no accident. Your 
manufacturers and their ad- 
vertising representatives spend 
considerable time and money to 
make sure that your prospects 
will be bona fide. In general, 
they advertise in magazines 
(such as Better Homes & Gar- 
dens) which make their major 
appeal on the basis of home 
building, remodeling and deco- 
rating, thus screening the read- 
er audience. The ads are care- 
fully written so as not to mis- 
lead the reader in order to 
gain an inquiry. They also 
fully explain the product, its 
sales advantages and uses, so 
as to eliminate the merely curi- 
ous. In many cases a 10¢ charge 
is made for the booklet to dis- 
courage the “cronic coupon 
clipper.” Add to this the cost 
of art work, the booklet which 
the manufacturer uses as 
“bait”, the letter sent to the 
prospect, mailing charges and 
the additional expense of get- 
ting the prospect’s name to the 





Mr. Clayton E. Carty 
2645 Hickory Road 
Rochester, Michigan 
Dear Mr. Carty: 

The Celotex Corporation has just 
written us concerning the inquiry you 
made of them. They are very anxious 
that you get all the information you 
may desire. 

How may we help you? We cordially 
invite you to visit our office, where 
from our displays and samples you 
can easily make your selection of 
kind, quality, and color of the vari- 
ous materials you will use in your 
building project. 

Any time that is convenient for 
you, we will be glad to meet you... 
during or after office hours, at night 
or on Sunday. If you prefer, we will 
be glad to call on you in your home. 

Just fill out the enclosed post card, 
and we will be “johnny-on-the-spot.” 

Sincerely yours, 
NOWELS 
Lumber & Coal Co. 

P. S. We thought you might be in- 
terested in the enclosed booklet. 
As new information comes in, 
you may be sure that we’ll send 
it along. 


SAMPLE LETTER sent out by Nowels 
as the result of a customer inquiry to 
the manufacturer. Accompanying post 
card requests appointment at custom- 
er’s convenience. 








There igs 
a poem... | 
. which you probably had to re- 
cite when you were in school. It 
begins, 
“T shot an arrow into the air, 

It fell to earth I know not where,” 

Recently we “shot” you a book of 
attractive ideas on home building and 
modernization. Where it landed and 
what it did, we do not know. 

Won’t you write us a note on the 
enclosed post card, and tell us what 
happened to this “lost arrow”? 

Sincerely yours, 
NOWELS 
Lumber & Coal Co. 





UNUSUAL FOLLOW-UP LETTER at- 
tracts reader’s attention. Result is a 
return post card with desired informa- 
tion. 


correct dealer. Thus, your man- 
ufacturer has invested from $2 
to $10 on the prospect by the 
time his name reaches you! 
Your prospect has read an 
ad—on the fuel savings and 
comfort achieved by installing 
insulation, on the permanence 
and timeliness of fine wood- 
work, on the long-lasting qual- 
ity and fire protection afforded 
by shingles, etc. He has been 
exposed to the sales arguments 
(continued on page 106) 
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WOMEN especially were attracted by the latest showing | 
of kitchen units. ( 


CROWDS like these thronged the exhibits. Hundreds of 
new names were added to the prospect lists. 








Photos courtesy Holden 
& Martin Lumber Co., 


- - - Just about everyone’s hurrying to the Brattleboro, Vt. 


a 
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on gs Community Building 
Home Building Show prsrntons Mager 


TONITE ‘TIL 10 


TOMORROW 1 P.M. ‘TIL 10 P.M. 
* Hundreds Of Interesting Exhibits * 


We just haven't the space to tell you all about the scores of interesting, edu- 
cotional, colorful and clever displays here. Some are direct from the gigantic 
New York and Boston Shows. National representatives of dozens of famous 
manufacturers ore present to answer questions and offer helpful advice. 
Whether you own, rent or plan to own the show has exhibits of definite in- 
terest to you . . . don’t miss it! 





% Wood Guessing Contest * Free Insulation 
% Free Yardsticks and Other Gifts * 


% Paint Puzzle 


DISPLAY ADS like this one in The Brattleboro (Vt.) Daily Reformer told the story of 
the home show. Newspaper stories on the show captured Page 1 position. 


How to Stage a Home Show in Your Community 


Tips from dealers in Vermont, New York and Canada whose shows 
sold more materials and improved the industry’s public relations. 


Staging a home show is not 
only a good way to sell more 
building materials but it is also 
good public relations. 

With credit restrictions and 
increasing emphasis on repair 
and remodeling business, the 
dealer becomes a more im- 
portant key factor than ever in 
the building market. Homeown- 
ers will turn to the dealer as 
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the closest and most logical 
source of helpful information 
and necessary materials for his 
repair or remodeling job. 
Facing a shortage of some 
materials, the introduction of 
substitute materials and price 
controls, the consumer natural- 
ly blames the retailer for many 
conditions outside his control. 
The Home Show and resultant 


publicity affords the dealer an 
excellent opportunity to combat 
rumors and establish good pub- 
lic relations. . 
Many dealers are staging 
their own home shows. Others 
are entering larger shows spon- 
sored by home building associ- 
ations around the country. In 
either case—whether it is a 
well-planned single booth in a 
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owner and contractor. 





GARAGE DOORS electrically operated were among the 
active displays on exhibit. 


builders’ show or a complete 
show sponsored by the dealer 
himself—the results pay off. 

One New England dealer who 
has sponsored three shows of 
his own is Ernest V. Barre, 
president and treasurer, Hol- 
den & Martin Lumber Co., 
Brattleboro, Vt. His three-day 
show last year in the Com- 
munity Building attracted a 
record-breaking crowd of 6,000 
people. 

“The thousands of names re- 
sulting from give-away items 
has furnished a prospect list 
which will tax our sales force 
and will provide, we are sure, 
many sales in the coming sea- 
son,” declared Mr. Barre fol- 
lowing the conclusion of his 
show last year. 

Souvenirs given away in- 
cluded stainless steel knives, 
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HARDWARE BOOTH placed on exhibition the many types 
of cabinet and builders’ hardware available to the home- 


tion. 


this home-like space. 


hibitors. 


yard sticks, nail and clothes- 
pin aprons. The show’s big 
prizes included a $300 insula- 
tion job and a $50 snack bar. 
In addition there were special 
contests including a wood- 
guessing contest. Participants 
were asked to identify: 20-odd 
varieties of native wood in tree 
form and finished panels. 
Thirty-five firms supplying 
building materials participated 
in last year’s show. Display 
booths were manned by one to 
four manufacturers’ represent- 
atives, in addition to a crew of 
25 men and women from the 
Holden & Martin organization. 
Among the many products 
and services placed before the 
public were steel kitchens, barn 
equipment (miniature models 
operating), paint, power and 
hand tools, electrically-oper- 





BOTH POWER AND HAND TOOLS were given big dis- 
play space. Power tools were hooked up for demonstra- 





FARM AND HOME PLANNING SERVICE was offered in 


Flowers were furnished by ex- 


ated garage doors, laminated 
barn rafters; cabinet and build- 
ers’ hardware; farm home plan- 
ning service, tile paneling, mill- 
work, gypsum products, ply- 
wood, roofing, metal products, 
screening and glass blocks. 
The Vermont dealer opened 
his show with a dinner the eve- 
ning of opening day for the 
company staff and suppliers’ 
representatives. Hours for the 
show were 7 to 10 p. m., the 
first night and 1 p.m. to 10 p.m. 
the following two days. In ad- 
dition to numerous exhibits, 
motion pictures supplied by 
several manufacturers were 
continuously being shown. The 
theater room was on the same 
floor as the exhibits. 
Newspaper display advertis- 
ing before and during the show, 
plus news stories throughout 
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HOMEOWNERS can do many remod- 
eling jobs themselves as indicated by 
this demonstration of tile paneling. 


the show, kept the event before 
the public. 

Other dealers sponsoring 
similar shows have found radio 
spots, truck posters and direct 
mail cards effective in building 
up interest in the show. Active 
product demonstrations, door 
prizes and souvenirs will also 
build and maintain interest. 

In Albany, N. Y., last year, 
four different building materi- 
als firms took an active part in 
the Albany Home Show. Photo- 
graphs showing several of the 
outstanding booths are seen on 
these pages. Promotional ef- 
forts of this kind are not con- 
fined to the States. A picture 
of the dramatic exhibit spon- 
sored by the Midland Lumber 
Co., Windsor, Ont., and entered 
last year in the Windsor Home 
and Garden Show, is also fea- 
tured. Over 10,000 people vis- 
ited the show sponsored by the 
Junior Chamber of Commerce. 

The idea dramatized by the 
Midland Lumber Co. exhibit 
was that a good lumber busi- 
ness is “more than a lumber 
yard.” Over 50 products were 
shown in the booth. The walls 
showed the use of wood siding 
with windows installed. A gar- 
den seat and a trellis indicated 
the furniture for outdoor living 
available in the yard. Many 
other products and _ services 
which the average consumer 
would hardly associate with a 
lumber yard were displayed in 
this booth. 
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Photo courtesy The Ontario Retail Lumber Dealer’s Association 
CANADIAN EXHIBIT sponsored by the Midland Lumber Co., at the Windsor 
(Ont)., Home and Garden Show indicates that the firm operates “more than a 
lumber yard.” 
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Photo courtesy Northeastern Laubermen’s Association 
MILLWORK EXHIBIT at the Albany (N. Y.), Home Show was entered by the 


Albany Lumber & Planing Mill, Inc., featured knotty pine paneling and picture 
window. 
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Photo courtesy Northeastern Lumbermen’s Association 
CONTRAST between kitchen of the Early Nineties and kitchen today stopped 
many visitors at the Albany Home Show booth taken by W. Yates Lansing, Inc., 
building materials dealer in Rensselaer, N. Y. 
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DEMONSTRATE by your friendly attitude tuat you are ilterested in providing 


service. 


How to Win and Keep the 
Attention of Your Customers 


The first two minutes can make or break a 
sale; guideposts to a successful sales presentation. 


A customer who really wants 
building materials doesn’t want 
them badly enough to ignore 
bad manners. He doesn’t have 
to make his purchase in your 
yard. Remember, building sup- 
plies are shoppers’ items, not 
convenience items. Customers 
don’t buy them as they would 
a package of cigarettes. They 
shop from store to store, and 
the sales personality that greets 
them is one of the important 
factors in bringing them back 
after they have made their com- 
parisons. 

The first two or three minutes 
in the customer’s presence are 
the moments when your profes- 
sional sales ability and_ skill 
must be at their best. These 
are the moments when the cus- 
tomer decides whether you have 
anything to say that he wants 
to hear, anything to show him 
that he wants to bother to look 
at. Both what you say and the 
Way you say it are vitally im- 
portant. It is fundamental that 
you cannot go on into your sales 
presentation and close a sale un- 
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til you have first captured his 
attention, developed his interest 
in your merchandise, and cre- 
ated a feeling of confidence in 
yourself. 

Home owners spend consid- 
erable time and effort running 
around to find what items they 
want. The skilled salesman’s 
opening words should make the 
customer feel the long search is 
at an end. Break down his natu- 
ral dislike for “being sold’ by 
getting on his side of the fence 
immediately. Sales resistance 
goes up in direct proportion to 
the obvious amount of sales ef- 
fort and sales pressure applied. 
Identify yourself and your mer- 
chandise with his specific needs. 
Explore his needs from the 
start. 

When you are first getting 
his attention, use a “headline” 
opening sentence. The worn out 
greetings, “Something for 
you?”’, “May I help you?’, and 
similar statements fail to win 
customers. One writer speaks of 
three types of greetings: the 
service greeting, the _ social 


greeting and the merchandise 
greeting, which are typified by 
“Is there something I may show 
you?”, “Hello”, and a comment 
to the customer such as “That’s 
a fine combination you’re look- 
ing at.” 

Actually, all of these greetings 
fail to accomplish the major ne- 
cessity of the sales greetings— 
to win attention, develop inter- 
est, and establish confidence in 
the salesman. The clue to their 
weakness lies in the fact that 
they permit the customer or 
“looker” to brush them off with 
a simple “yes” or “no” answer. 
Build a selling greeting which 
asks a question that cannot be 
answered by “yes” or “no.” 


How? By planning to blue- 
print your customer. Plan to 
find out from him as much as 
you can, as fast as you can, 
about his specific needs for your 
merchandise. Form your own 
judgments of his character and 
temperament, but search for 
further information in your con- 
versation with him. Discover if 
possible any reasons he should 
make a purchase at the present 
time. Find out what product 
he is now using and for what 
reasons, also what results he has 
been getting with the items in 
use. Uncover in advance possible 
objections and resistance so that 
you may pave the way for han- 
dling them when they arise. 
Discover something of his fam- 
ily set-up, personal living hab- 
its, arrangement of rooms and 
furniture. 


How can you use an informa- 
tion-getting greeting to assist 
in your analysis of the cus- 
tomer? Ask questions which re- 
quire a statement of fact or 
opinion or preference from the 
customer. Kipling’s little verse 
is known to thousands as the 
key to intelligent questioning: 
“I keep six honest serving-men 
(They taught me all I knew): 
Their names are What and Why 

and When 
And How and Where and Who” 

Try a greeting which says: 
“What type of material are you 
looking for?” “How can I help 
you?” Follow up with questions 
which elicit more information 
such as: “When did you buy 
your present home?” “Why did 
you select that type of roofing?” 
“How do you plan to use this 
item?” 

The greeting which starts out 
by asking for definite informa- 
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tion not only speeds up the 
process of exploring’ the cus- 
tomer’s needs, it also gets his 
undivided attention to what you 
are saying. There is a great deal 
of difference between casual at- 
tention and real buying interest. 
This difference makes the dif- 
ference between sales made and 
lost. 

The greeting which starts 
out by asking for definite in- 
formation also builds a sense of 
confidence in the salesman. The 
customer feels that at last he 


has found a sales clerk who is 
really interested in him, is 
eagerly trying to help him se- 
lect the right merchandise and 
really knows just how to solve 
his problem. With the informa- 
tion-seeking question as a greet- 
ing, you speed up the process of 
convincing him that you are on 
his side of the fence, helping 
him rather than “selling” him. 

Avoid centering attention on 
yourself or your store during the 
first two or three minutes of 
the sale. He is interested in 














Modern Methods and 


Sawing 
Wood Since 
1891 





OZAN ARKANSAS SOFT PINE 


Equipment Combine to 
Produce Superior Quality Lumber 


In the view above, Ozan lumber is being auto- 
matically unloaded from the kiln car after kiln 
drying and is then surfaced before going to 
the ripping machine. This assures you and your 
customers beautiful, dry, straight-line lumber. 


All Ozan Pine stays completely under cover 
from the dry kiln to the box car. It is 100% 
kiln dried and accurately graded. 
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only one thing—how you can 
help him. Talk first about the 
application of your merchap. 
dise to his needs. Demonstrate 
by your friendly attitude that 
you are interested in giving him 
service. Demonstrate by your 
greeting that you know that 
service means solving problems. 


What about the “sales pergon- 
ality?” What about setting the 
stage for the customer? Yoy 
yourself are part of a dramatic 
presentation, part of the mer. 
chandising “package.” When 
we consider that the primary 
purpose of a sales greeting is 
to create a pleasant and busi- 
ness-like situation in which we 
mutually work out a problem 
with the customer, we must ‘also 
realize that our own appearance, 
our dress, manner, attitude, as 
well as the general appearance 
of the department have a direct 
bearing upon the response we 
get. 


Check displays for housekeep- 
ing. If your city ordinances per- 
mit smoking in retail stores, 
make sure that ash trays are 
clean when customers arrive. 
See that displays are clean and 
neat, and that the arrangement 
of demonstration units is attrac- 
tive and orderly, with each unit 
so situated that it will be con- 
venient for the salesman to 
show it to the customer and 
point out its features. Above 
all, check the demonstrators for 
cleanliness. You can’t expect a 
shopper to come in and enjoy 
handling dirty merchandise. All 
of these details are part of good 
“stage setting’”’ to receive your 
customers. 


Check your own personal ap- 
pearance. Are you well 
groomed? Your personal ap- 
pearance is a most important 
part of your customer’s first 
impressions. 


More than one customer has 
walked out of a store because 
he couldn’t attract the atten- 
tion of a sales clerk. Be alert 
and attentive without being ob- 
noxious or overly ingratiating. 


Remember that you can make 
or break your sale in the first 
minute or two. The impression 
you make on your customer by 
your conduct, by your friendly 
questioning greeting, by your 
smile and appearance, will be 
such that you either lose him 
quickly or you gain his undi- 
vided attention. 
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Photos courtesy Wood-Treating Chemicals Co., St. Louis, Mo. 
OPEN TANK MILLWORK treating unit at the Missoula White Pine Sash Co., 
Missoula, Mont. 


Value of Treated Lumber Growing 


Discussion of open tank and brush treatment 
and what it means to the retail dealer. 


This is the second in a series of 
articles on treated lumber. The 
first article, explaining the advan- 
tage of pressure treated lumber, 
appeared in AL&BPM, December 
16, 1950. The article on these pages 
explains the progress being made 
in the dip treatment field. 


The greatest markets for 
treated forest products—the 
construction industry and wood 
on the farm—must be served 
through the retail lumber yard. 
The dealer should know the 
score on wood preservatives, 
and what can be accomplished 
by pressure, hot and cold, open 
tank treatments, or even by 
brush and spray application. 

Any study of the fundamen- 
tals of wood preservation starts 
with the fact that vacuum and 
pressure is the best way to put 
in the most wood preservative. 
The deep penetration and 
heavy absorption of the fungi- 
cide, forced into the wood un- 
der pressures up to 200 pounds 
per square inch, gives the de- 
fense in depth necessary for 
maximum service under severe 
conditions. A cheap or super- 
ficial treatment may be the 
least economical in the long 
run, but the yard can only sell 
the wood preservative protec- 
tion that the customer will pay 
for at the start. 


Bui_pInc Propucts MERCHANDISER 


Once a man learns to wear 
shoes, he buys them the rest of 
his life. On a railroad, or with 
a utility, wood preservation is 
considered basic good engineer- 
ing practice and _ insurance 
against high maintenance 
costs; it will be the same on the 
farm or around the home as 
soon as the subject is better 
known. 


This country’s wood preserv- 
ing industry is geared for the 
most part to serve carload cus- 
tomers for poles, piling, cross- 
ties, etc., from large plants lo- 
cated usually in the production 
areas for these heavy industry 
forest products. Unless they 
happen to be located in the im- 
mediate vicinity of these 200 
odd large plants, local lumber 
yards have always had diffi- 
culty in obtaining LCL or 
mixed cars of treated and un- 
treated lumber items. 


And where pressure treated 
lumber is available, the yard 
has the problem of duplicate 
stocks and a double inventory. 
If it were possible for the yards 
to install inexpensive open tank 
dipping units to get the job 
done, that would be the obvious 
answer. Pressure treatment is 
recognized by all authorities 
and even the layman as having 
the maximum merit, but how 





THIS testing equipment in the labora- 
tories of the Wood-Treating Chemicals 
Co., St. Louis, Mo. is used to deter- 
mine the water repellent efficiency of 
treating solutions. 


good is the cold dip treatment, 
or brush or spray? 

Technically, good protection 
is afforded by cold open tank 
treatment with certain types of 
modern wood preservatives and 
where seasoned boards or di- 
mension stock of certain spe- 
cies of wood are processed. But 
the preceding sentence has to 
be read carefully. All green 
or partially seasoned wood is 
resistive to the penetration and 
absorption of wood preserva- 
tives. 


Large or even small timbers 
will not get adequate protec- 
tion with the same dipping 
time used for boards or dimen- 
sion stock. You can get good 
treatment by open tank meth- 
ods with one or two-inch sea- 
soned southern or western pine 
lumber; but Douglas Fir and 
many hardwoods are resistive 
or refractory to preservative 
penetration even in a cylinder 
at 200 pounds pressure per 
square inch. 


Beware the glib wood pre- 
servative salesman that tells 
you his product has super- 
penetrative qualities. The trick 
of a drop of a light oil or water- 
borne preservative quickly 
penetrating an inch or so of 
end grain wood, is almost as 
old as Barnum and is a favored 
trick to impress the unin- 
formed. The fact is that you 
cannot effect good penetration 
of Douglas Fir except at the 
end grain by cold open tank 
processing. 

A good open tank treatment 
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DESPITE EXPOSURE to the weather for nine years, the flooring of this revolv- 





ing stage at the Municipal Opera, St. Louis, Mo., is fully sound. It was dipped 
in pentachlorophenol oil solution containing water repellents. 


or even a carefully applied 
brush coating of a wood pre- 
servative will probably always 
pay for its application cost in 
extended service life. But the 
open tank treatment of small 
or large timbers, unseasoned or 
green lumber, or refractory 
woods, leaves a great deal to be 
desired from the standpoint of 
technical excellence. It is not 
a product that you would want 
to represent to your customers 
as properly treated wood. The 
viscosity of water and light 
petroleum solvents remains the 
same for all toxics, despite the 
sales propaganda to the con- 
trary. 

The American Wood Preserv- 
ers Association and the federal 
specifications recognize three 
general types of wood preserv- 
atives: (1) creosote or coal-tar 
distillates and solutions; (2) 
water borne preservatives; and 
(3) oil borne preservatives. By 
and large creosote has never 
been very practicable for open 
tank treating. It has to be 
heated to reduce the viscosity 
so as to effect good penetration, 
and its lack of cleanliness, 
odor, and non-paintability 
make it a generally unsatisfac- 
tory preservative for lumber 
products. The water-borne pre- 
servatives have the disadvan- 
tage of adding moisture again 
to already seasoned wood 
which necessitates redrying 
with attendant grain raising, 
warping, and degrade losses if 
a second kiln drying is em- 
ployed. The oil-borne preserv- 
atives such as_ pentachloro- 
phenol and copper naphthenate 
are clean and do not add mois- 
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ture to already seasoned wood. 
Formulated with proper low 
viscosity light petroleum solv- 
ents, you get the best possible 
penetration without heat in an 
open tank; but even these light 
oils are not readily absorbed by 
heavy timbers, green, or refrac- 
tory species woods. 

The light oil pentachloro- 
phenol solutions have been used 
in open tank treating since 1937 
with outstanding success by the 
millwork or woodworking 
branch of the lumber industry. 
Literally millions of sash and 
frame units have gone into 
service with no failures of any 
consequence reported to date 
due to decay organisms or in- 
sect attack. Every yard has 
probably handled sash treated 
in this fashion, since the Na- 
tional Door Manufacturers As- 
sociation (now the National 
Woodwork Manufacturers As- 
sociation) set up their mini- 
mum standards of treatment. 

The preservative standard is 
a proper light oil solution con- 
taining 5% by weight of penta- 
chlorophenol, or other toxics 
that can be proved equivalent 
in fungicidal action to the 
penta by comprehensive labora- 
tory tests. The minimum 
standard of processing is a 
three-minute immersion treat- 
ment. Leading production men 
in this industry have unsolic- 
edly stated that this open tank 
treating has reduced com- 
plaints on decay failures to 
zero over periods of 12 to 13 
years of treating, whereas be- 
fore failures in a few years 
under severe climatic condi- 
tions had been common. This 
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POSTS in this potato cellar were open- 
tank treated with penta solution. 


of course is open tank treating 
under proper and careful in- 
dustry-policed conditions. 

Where you see the N.W.M.A. 
Seal of Approval on a sash or 
frame, the wood is of small size 
or dimensions, well seasoned 
before treatment, and mainly 
of western pine species which 
readily absorb the preservative. 
And the vulnerable point for a 
sash or frame is at the joints, 
or end grain of the wood where 
the moisture pickup necessary 
to support decay organisms is 
the greatest. The end grain is 
exactly where you get the 
maximum preservative pickup 
and penetration by dip treat- 
ing. The value of open-tank 
treatment of dry small-dimen- 
sion, non-refractory woods has 
been proven by the millwork in- 
dustry on a very large scale. 

If we mean by treated wood 
in the best sense a forest prod- 
uct that will outlast untreated 
wood several times under the 
same service conditions of de- 
cay, stain, and insect attack, 
then the N.W.M.A. Seal of Ap- 
proval easily meets that defini- 
tion. 

Some treating plants are 
starting to process millwork 
under pressure with the penta- 
chlorophenol solutions, and 
this should give the maximum 
protection. But the open tank 
treating does a good protective 
job with millwork, or will do 
the same with similar lumber 
products. <A _ recent develop- 
ment is the adoption of a 
supplementary standard for 
water - repellent preservatives. 
Penetrating sealer type ingredi- 

(continued on page 132) 
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BY JOHN R. STACER 
Jesuit High School, Dallas, Texas 


Faced squarely with the re- 
alization that time does not 
stand still, that this year writes 
finis to my school days, I find 
myself wondering what I shall 
do after graduation. 

This much is certain: God 
willing, I shall not drift. I 
shall not have my career thrust 
upon me because I have been 
too lazy or too little interested 
to make a rational choice. I 
shall choose, and choose on 
grounds that satisfy my reason. 

Making the right choice of a 
career is clearly a matter of 
paramount importance which 
will affect the balance of my 
life. Therefore, every vocation 
accessible to me must receive 
careful, thoughtful considera- 
tion if I am not to gamble with 
my life. 

The particular qualifications 
characterizing the right career 
may vary in individual cases. 
Four general conditions, how- 
ever, must be fulfilled. 

First, the work must be of 
that type for which I am best 
suited. Second, it must pro- 
duce a satisfactory income; 
offer opportunity for advance- 
ment and insure security in old 
age. Third, it must give oppor- 
tunity for service to my fellow 
man. Last, and very impor- 
tant, it must bring content- 
ment. 





*This first-prize essay was selected from - 
18,000 essays submitted by students 
throughout the country in the third an- 
nual essay contest sponsored by the 
National Sales Executives. It is repro- 
duced here as an example of forward- 
thinking Americanism on the part of our 
youth. The winner received a certificate 
and one thousand dollars cash. 
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Selling As A Career* 


Any career satisfying these 
conditions should lead to suc- 
cess and happiness. Using these 
conditions as a criterion, let us 
consider selling in its various 
aspects, to determine whether 
or not it measures up to speci- 
fications. 


The first requirement con- 
cerns personal suitability. Will 
I make a good salesman? If I 
have a sincere desire to sell, 
coupled with a goodly share of 
practical common sense, I 
should have an adequate foun- 
dation. However, there are 
other important requisites, 
either natural or acquired. 


A good salesman is always 
on time for appointments, 
carefully and neatly groomed. 
He plans his calls to make 
every hour, every effort pro- 
duce maximum results. He ac- 
quires a thorough knowledge of 
his product, thus insuring a 
clear presentation to his pros- 
pect. He knows his prospect’s 
needs and furnishes concrete 
information or samples, illus- 
trating his firm’s ability to 
meet the prospect’s require- 
ments. 


These qualities are not diffi- 
cult to develop. With a will to 
work, I can attain them and the 
generous rewards more than 
offset the time and effort ex- 
pended. The second require- 
ment specifies that my work 
must produce a_ satisfactory 
income. It must offer oppor- 
tunity for advancement and it 
must insure security for my de- 
clining years. 


Are salesmen well paid? Sta- 
tistics show that more salesmen 
average annual incomes of 
$5,000 and over than men in 
any other one group. Most 
salesmen work on a commission 
basis; therefore, my own per- 
sonal efforts would largely de- 
termine my earnings. Further- 
more, since there is no limit to 
the earnings of a salesman with 
ambition and initiative, there is 
always room for advancement. 
The harder I work, the greater 
my income, with the sky the 
limit. 

Also, since selling provides a 


satisfactory income, part of 
each pay check can be system- 
atically saved for future needs. 
So we find our second condition 
unquestionably fulfilled. 

The third requirement is that 
my vocation offer opportunity 
for serving my fellow man. Is 
selling a service to those around 
me? Does selling constitute a 
service to my country, to the 
world at large? Salesmen 
helped build this nation, and 
they maintain its standard of 
living at a very high level. 
Every new invention aims at 
raising our standards and im- 
proving living conditions for 
millions, but human nature is 
slow to adopt innovation. We 
must be sold on anything new, 
and that is where the salesman 
enters the picture. 

Remember when the first au- 
tomobiles were manufactured? 
Americans were none too en- 
thusiastic. We didn’t willingly 
buy that first car. Some sales- 
man worked long hours, per- 
suading us. Yet today a car is 
a “must.” 

Great industries could not 
survive without the salesman 
intermediary. There would be 
no distribution market if there 
were no salesmen to sell their 
products. Salesmen are those 
all-important middle men with- 
out whose services buyers and 
producers would find their 
problems much harder to solve. 
Unquestionably, selling is serv- 
ice. 

Finally, our last requirement 
reads, “happiness.” Does sell- 
ing offer contentment? This is 
important. Success does not 
mean much if I am unhappy. 

Answering this question, we 
find that selling presents op- 
portunities to meet people and 
make new friends. 

I can find joy in pursuing a 
career not too demanding of 
my time, leaving a reasonable 
part of it free for the normal 
pleasures of life. I can find 
joy in knowing there is room 
for advancement, that I can 
earn a living wage and that I 
can find sure contentment in a 
career in which no talent need 
remain dormant. 


101 











AMONG THE DEALERS 








Louisville Dealer Heads Kentucky Association 
Newly-Elected Officers of the Kentucky Retail Lumber Dealers Association, 


left to right: Ben P. Eubank, Lexington, retiring president; 


Elbert Myers, 


Glasgow, vice president; Sam Levy, Louisville, president, and Don Campbell, 


executive vice president. 





Northwestern Speakers 


Speakers Talk Over Industry Problems at 6lst annual convention of North- 
western Lumbermens Association in Minneapolis, Jan. 16-18. Left to right: 


Ormie C. Lance, 





secretary, National Woodwork Manufacturers Association, 


Chicago; R. V. Porter, Oskaloosa, Ia., retiring president; George Grim, Minne- 


apolis Tribune columnist; 
duPont deNemours Co., Chicago. 


H. R. Marsh, regional trade sales manager, E. I. 





Northwestern Meeting 

All previous attendance records 
were broken at the 61st annual con- 
vention of Northwestern Lumber- 
mens Association when 3,800 lum- 
bermen crowded Minneapolis Audi- 
torium for the three-day, 20-event 
meeting Jan. 16-18. The four-state 
lumber dealer group chose as its 
president for 1951, R. C. Knecht, 
Knecht Lumber Company, Rapid 
City, S. D., who succeeded R. V. 
Porter, Oskaloosa, Iowa. 

Other officers elected were: di- 
rectors-at-large, R. V. Porter; 
C. M. Heimbach, Heimbach Lum- 
ber Company, Duluth, Minn. R. M. 
Kemerer, Peavey Lumber Yards, 
Minneapolis, was re-elected treas- 
urer and W. H. Badeaux, Minne- 
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apolis, returned as secretary. 

Vice presidents elected were: 
E. F. Buffmire, King Lumber Com- 
pany, Grand Rapids, Minn.; Cole 
Berry, Green Bay Lumber Com- 
pany, Des Moines, Iowa; John AIl- 
sop, Interior Lumber Company, 
Fargo, N. D.; Myrle V. Hilton, Hil- 
ton Lumber Company, Vivian, 8S. D. 
Alsop and Berry were re-elected. 

Directors chosen were E. F. 
Buffmire; L. A. Geise, Botsford 
Lumber Company, Winona, Minn.; 
Hiram Munn, H. L. Munn Lumber 
Company, Ames, Iowa; and Walter 
Will, Will Lumber Company, Stan- 
ley, North Dakota with two-year 
terms. 

Five past presidents of the asso- 
ciation which covers Minnesota, 
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R. C. “CLEM” KNECHT, Rapid City, 


S. D., newly elected 


s Northwestern 
president. 


Iowa, and North and South Dakota 
with 2,300 members, were honored 
with presentation of plaques by 
Warren Richardson, Clarinda, 
Iowa, president in 1927-28. Those 
honored include R. V. Porter, re- 
tiring president; Ward D. Briggs, 
Fargo, N. D.; Art E. Munck, 
Pierre, S. D.; Mark H. Alexander, 
Owatonna, Minn., and Glen R. 
Newton, Nevada, Iowa. 

On the final day a retail sales 
and merchandising clinic was con- 
ducted by Dr. Paul Brown, Ohio 
State University marketing expert, 
sponsored by the Northwestern Re- 
tail Coal Dealers Association in co- 
operation with the American Re- 
tail Coal Association and American 
Coal Sales Association. B. E. 
Urheim, ARCA secretary, was 
moderator and W. W. Bayfield of 
ACSA also spoke. Robert Hartzell, 
Minneapolis, heads the Northwest- 
ern Coal group. 

Porter, in opening the conven- 
tion, reviewed the more than 30 
varied services offered by North- 
western Lumbermens Association 
to members and told of the major 
1951 projects to include a complete 
reference file on government orders 
and regulations relating to the 
emergency and a freight traffic de- 
partment which has collected more 
than $125,000 in past two years for 

-members at no cost to them. 

H. R. Marsh, E. I. duPont de 
Nemours & Co., Chicago, predicted 
that the paint business might even 
enjoy better business in 1951 than 
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in 1950. He declared “there are 
more painting jobs to be done on 
old buildings than those of us in 
the paint business can catch up on 
in a long, long time.”” He said lum- 
per dealers sold more paint than 
any other major source and urged 
service. 

Ormie C. Lance, secretary of the 
National Woodwork Manufacturers 
Association, Chicago, outlined the 
group’s big promotion campaign to 
promote the sale of quality stock 
woodwork by lumber dealers, en- 
abling them to feature their own 
name, location, product and service. 
.G. F. Hoppe, sales promotion 
manager, Institute division, M & O 
Paper Company, Minneapolis, pre- 
dicted the market for repair and 
remodeling jobs in 1951 will reach 
$400 million. 

Arthur Hood, editor American 
Lumberman and Building Products 
Chicago, said it 
would be necessary in 1951 to sell 
$240 billion worth of merchandise 
at a profit to meet wartime econ- 
omy. 

The farm market was seen as the 
safest bet in 1951 by Don Ross, 
Successful Farming, Des Moines, 
Ia. He said the biggest lumber 
market today lies with the farmers, 
who are building farm buildings. 
He said the average farm has seven 
and one-half buildings. 

Hoo-Hoo honored Snark of the 
Universe Lynn Boyd, Pampas, Tex. 
NWLA sponsored a ladies fashion 
show and banquet during the three- 
day show. 


WILLIAM H. STINE, president. 


Ohio Meeting 

Ohio dealers attending the 70th 
annual convention of the Ohio As- 
sociation of Retail Lumber Dealers, 
at Cincinnati, were told by Clyde 
Fulton, NRLDA president, that the 
excellent caliber of men _ being 
brought into high positions in the 
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war effort gave cause for optimism. 

Singling out Charles Wilson and 
Eric Johnston among others, Ful- 
ton pointed out the administration 
of the war production program is in 
sound hands. Fulton said that with 
an effort as gigantic as the present 
one there is bound to be some con- 
fusion. But he called on his audi- 
ence to understand the reasons for 
this confusion. Doing this, and with 
everyone contributing his part, Ful- 
ton indicated the war effort would 
be successful. 

The general consensus of deal- 
ers and program speakers alike 
placed the emphasis on repairs, re- 
modeling and upkeep for the next 
year. 

William H. Stine, Bryan, was 
elected the new association presi- 
dent. James H. Clemens, Youngs- 
town, was elected vice-president. 
Allen H. Brain, Springfield, was 
elected a vice-president while being 
re-elected treasurer. 

John M. Horn, Hamilton, the re- 
tiring president, was elected an as- 
sociation trustee. 





McPherson, 
Kan., new Southwestern president. 


Cc. D. BURKHOLDER, 


Southwestern Lumbermen's 
Convention 


A record breaking attendance 
was chalked-up at the 63rd annual 
convention of the Southwestern 
Lumbermen’s Association in Kan- 
sas City, January 24th-26th. Total 
registration was expected to reach 
3,500 when the final tabulations are 
made. 


The three day program, high- 
lighted by product exhibits of ap- 
proximately 150 manufacturers, 
jobbers, and industry associations, 
was geared to the times. Speakers 


included C. Boyd Mahin, who re- 
viewed the wage and hour law and 
its application to the retail lumber 
and building products’ dealer; 
Gerald F. Hoppe, Sales Promotion 
Manager, Minnesota and Ontario 
Paper Co., who outlined the dealers’ 
sales job under current conditions; 
Martin V. Coffey, General Sales 
Manager, Philip Carey Mfg. Co., 
who spoke on “American Salesman- 
ship”; Henry Flarsheim, Ruthrauff 
& Ryan, Inc., and Ralph W. Carney, 
The Coleman Co., Inc. 

One of the convention sessions 
was devoted to a clinic with dealers 
on the panel. Each dealer, success- 
ful in a particular phase of mer- 
chandising, discussed that part of 
his business and how he had made 
it function so well. The panel mem- 
bers and their topics were: C. M. 
McAllister, The Market for New 
Homes; C. E. Lawrence, Home 
Modernization and Repair; Wilbur 
O. Leffingwell, The Farm Market; 
Harry Stockmann, Commercial and 
Industrial Market; Robert L. 
Sweet, The Contractor Sales Mar- 
ket; H. E. Hanna, Counter Mer- 
chandise Market; Jack R. Grob- 
myer, Market for Appliances; and 
Dale F. Ellenberger, The Yard 
Fabrication Market. The clinic was 
moderated by J. Ford Foster. 


At the election of officers, C. D. 
Burkholder, Burkholder Lumber 
Company, McPherson, Kansas was 
chosen president for 1951; Henry 
H. Jones, Arkmo Lumber Co., 
Little Rock, Arkansas was made 
1st vice president; Fred S. Stephen- 
son, Stephenson-Browne, Chick- 
asha, Oklahoma, 2nd _ vice-presi- 
dent; and Sam M. Arnold, Arnold 
Lumber Co., Kirksville, Missouri, 
3rd vice-president. 


Northeastern Convention 


The third largest year in the his- 
tory of residential construction was 
predicted by Roy Wenzlick, St. 
Louis construction economist, at 
the 57th annual convention of the 
Northeastern Retail Lumbermen’s 
Association, Hotel Statler, New 
York City, Jan. 29-31. 


Only a Russian revolution which 
would stop our entire defense activ- 
ity overnight would alter this fore- 
cast, declared Wenzlick, who pre- 
dicted that “real estate and all 
other prices will rise” despite Regu- 
lation X. Wenzlick went on record 
in favor of a 10% federal sales 
tax as an effective step in helping 
finance defense costs and cut pur- 
chasing power. 

More than 4,500 dealers regis- 
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tered for the three-day session. 
Russell L. Fish, president of the 
Welch Company, Scituate, Mass., 
was elected president of Northeast- 
ern, succeeding John W. Dain, 
Mahopac, N. Y. Other officers 
elected were: Frank H. Morin, Ful- 
ton, N. Y.; J. Harold Stacy, Wind- 
sor, Vt.; Deyo W. Johnson, Ellen- 
ville, N. Y., and Arthur Clifford, 
Bridgeport, Conn., vice presidents. 
Oliver J. Veling, Buffalo, was 
elected treasurer. 

The convention unanimously 
adopted a resolution calling for the 
immediate relaxation of Regulation 
X in areas where defense housing 
is urgently needed. Another resolu- 
tion offered the facilities of retail 
lumber yards throughout New 
York and New England for the 
storage of civilian defense equip- 
ment. This same resolution offered 
materials to repair property dam- 
age resulting from a bombing at- 
tack. 

Clyde W. Fulton, president of 
NRLDA, urged dealers to push the 
sale of substitutes for critical ma- 
terials and at the same time keep 
critical supplies out of the hands 
of “opportunists,” who would. at- 
tempt to resell at a profit.. 

Ralph W. Carney, retired vice 





RUSSELL L. FISH, Scituate, Mass. 


president, the Coleman Company, 
Wichita, Kans., emphasized the im- 
portance of strong salesmanship 
even in times of shortages. ‘“‘We 
still have to tell people about the 
endless new things that have come 
out of wartime and post-war engi- 
neering. These must be explained 
and people presuaded to buy them.” 





FOLLOW-UP PLAN SOLD 20% 
OF OUR PROSPECTS 


(continued from page 87) 


for installing insulation, wood. 
work, or roofing, and has gue. 
cumbed sufficiently to search 
for the shears, sign the coy- 
pon, address the envelope, buy 
the stamp and mail the letter, 
Doesn’t this show real inter. 
est? 

In addition, your prospect 
has received a booklet vividly 
describing the advantages of 
owning (and sometimes the 
dangers of not owning) the 
product. Thus, the manufac- 
turer has pre-sold the product; 
you must “clinch the sale.” 


Oddly enough, only 10.9% of 
the manufacturers inform the 
prospect that you are his clos- 
est dealer. That is why your 
letters offering to make build- 
ing and remodeling easy, en- 
joyable and effortless will turn 
manufacturers’ prospects into 
profits. 

It’s amazingly easy to put 
this proven plan to work in 
your office. You can start to- 
day to cash in on this source of 
profits. 





SOUNDBILT 


Exterior and Interior 


DOUGLAS FIR PLYWOOD 








Specializing in 


°*it°s Quality That Counts” 
Manufacturers 


MIXED 
CAR 


SHIPMENTS 





GENUINE =AROMATIG> RED CEDAR 
CLOSET LINING 


SOLID PANELING 





Made Soundly to Sell Soundly 


The name, “Soundbilt’ is your assurance of eer 
and satisfaction in buying erior or Interior Doug- 
las Fir Plywood. 

“Soundbilt” is truly SOUNDLY-BUILT Plywood — 
made from selected old-growth peeler logs, laid out 
for efficient, economical production. 


Modern equipment, skilled workers and close super- 
vision assure you the best of manufacture. Avail- 
able in all standard. DFPA grades. 


Consult us on your needs today. 


PUGET SOUND PLYWOOD, Inc. 


Pia | Tacoma 2, Wash. 
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Philippine Mahogany 
White Ash 
Red Cypress 


KILN DRIED YELLOW PINE 
SHEDSTOCK 


Also 
Dense & Longleaf Timbers— 
Factory Flooring—Railroad Material— 
Hardwoods—Tidewater Red Cypress 


Kiln Dried Brazilian (Parana) Pine 
4/4 thru 8/4 Dressed any Pattern 


Robert 0. Foerster Lumber Co., Inc. 


P.O. Box 6012 Jacksonville, Florida 


Phone 2-3642 
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YOUR PROFIT-MAKING FORUM 


Where do we stand? 


The one thing the public in every community wants 
to know is, “Where do we stand on building and mod- 
ernization? What can we do now? And what is un- 
safe to plan on?” The most constructive way in 
which you can help yourself as well as your customers 
and potential customers is to stage your own Town 
Meeting on Modernization and Building, and arrange 
to have several people from your own company and 
cooperative organizations speak on the questions of 
deepest concern to your community now. 

The thing people are most anxious to know about 
is not what materials are available but what jobs 
can be undertaken now. In other words, the end uses 
of your products—how these jobs can be financed— 
and whether labor is still available. 

Such a forum is not only a tremendous public serv- 
ice—it is the best possible advertisement for private 
building and your yard. Because it is tangible proof 
that you have the public’s interest at heart. And un- 
usual proof of the cooperative spirit of your organiza- 
tion. It is also a “natural” for some unusually fine 
free publicity, provided you first do a good job of 
announcing it through your regular paid advertising 
—and keep local editors well-informed on your plans 
so they can cover it widely in their news columns. 

An excellent way to announce your forum is as 
follows: 

AS A PUBLIC SERVICE 
The Crane Lumber Co. invites you 
to attend a special 
TOWN MEETING ON HOME 

MODERNIZATION AND BUILDING 

TIME: Thursday, Feb. 1st at 8:00 P.M. 
PLACE: Elton High School Auditorium 

PROGRAM: 
Then list your panel topics and speakers as follows: 
WHAT SPECIFIC JOBS CAN BE DONE NOW 

by Arthur Crane, president of The Crane Lumber Co. 

HOW EASILY FINANCING CAN BE ARRANGED 
by John Howe, president of the Elton Savings & Loan 

HOW AVAILABLE LOCAL LABOR IS NOW 
by Peter Shand, president of The Shand Construction Co. 
HOW TO KEEP COSTS DOWN 
by Allen Drake, head of The Planning 
Dept. of The Crane Lumber Co. 


.. . the public goes for this 


The largest selling women’s magazines have hit upon: 


a success formula that not only builds readership and 
circulation, but sells millions of dollars worth of retail 
goods annually—a formula that can well be copied by 
all lumber dealers. That formula is to offer the public 
constant guides to buying. 

What makes it work like magic? The fact that 
these guides to buying are objective—a sincere effort 
to help readers, not to high-pressure them into any- 
thing. Why are they offered when the magazines, 
themselves, have nothing to sell but entertaining read- 
ing matter? Because astute editors have discovered 
the public goes overboard for these buying guides— 
buys the magazine because of them! Hence the huge 
jumps in circulation and retail sales. 

The main characteristics of these guides are that 


by Norm Advertising, Inc. 
New York, N. Y. 
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they are always as factual and informative as pos- 
sible, never vague or indirect. And they always leave 
the reader with the definite impression that the maga- 
zine is trying to protect him. The result is unusual 
confidence and trust, and thousands of letters pouring 
in from readers each week asking for more informa- 
tion on all kinds of retail products! 


. . « this makes a hit 


The small local newspaper will never be entirely 
replaced by big metropolitan -dailies because most 
readers get a huge kick out of seeing all the local, 
folksy news items. For the smart lumber dealer, 
there’s another success formula here. 

You can build enormous interest in your yard by 
getting out a highly personalized, one-sheet mimeo- 
graphed news bulletin once a month to hand to cus- 
tomers, wrap with pick-up items, enclose with other 
mailing material and statements. The way to do the 
best selling job and get the greatest readership is to 
build your news sheet around short human interest 
anecdotes and helpful tips on buying. 

Here is a high-readership item that illustrates the 
personalized style and human interest approach—sells 
by concrete suggestion and the strong implication 
that, “You, too, can do it!” 

“Not so long ago, a young couple came to us to 
ask how they could increase their monthly income. 
An unusual problem to bring to a lumber dealer? Not 
these days—you’d be surprised how many local people 
are turning their waste attic space into extra-income- 
producing apartments. 

“This young couple are now renting their remodeled 
attic for $57.50 a month and other attics we’ve re- 
cently remodeled are bringing in as much as $100 a 
month. Such jobs soon pay for themselves. Why not 
let our Mr. Sims show you how—he’ll be glad to go 
over your attic and discuss ways and means with you. 
Just call PEnn 7-0220.” 


. . . good idea-hatcher 


Here’s a way to uncover some good ideas and make 
your whole staff more conscious of how to give better, 
friendlier service. Next Monday morning get all your 
personnel, no matter what their jobs, to write down 
the things that have recently delighted them as shop- 
pers in other stores. Was it some thoughtful service, 
a display, something new and more convenient in the 
store’s layout, a clever ad or an unusual poster? 

Your own staff’s reactions to other merchants may 
produce a number of valuable angles and ideas that 
can be easily adapted to your set-up. A hand tabula- 
tion of these reactions can also be of great value. For 
example, if you find that half or three-quarters of 
your personnel were particularly impressed by some 
extra little personal service that need not have been 
offered at all—or that many of them were pleased at 
the eagerness of other sales people to help them— 
report these results in a one-page memo to your entire 
staff. 

Just learning that 27 of their own group especially 
liked this or that courtesy or feature of store opera- 
tion and 50 reported favorably on something else, is an 
excellent way to dramatize the need and value of such 
services. 
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MERCHANDISING CLINIC 


Bottlenecks Are Back 


The supply of tires is tight. That 
affects all owners of automobiles and 
trucks. Yet the mobilization program 
is just getting under way. What hap- 
pened was that the government’s syn- 
thetic rubber expansion is running 
behind schedule. Cutbacks in allot- 
ments were necessary. The rubber 
industry had to revamp its production 
schedules. One of the reasons for the 
lag was traced to California where 
a strategic plant “had valve trouble. 
It may seem a long jump from a 
leaky valve in a synthetic rubber 
plant in California to a lumber yard 
in Iowa but the two are tied together 
with truck tires. 


... The interdependency of the 
many component parts of 
American industry again is 
coming into the limelight. 


Horseshoe Nails 


When I was a kid I was not at all 
impressed with the value of a horse- 
shoe nail until I was far enough 
along in school to read the story of 
the war that was lost because of the 
want of a horseshoe nail. You may 
have encountered it somewhere along 
life’s pathway ... the poem about 
the rider who was carrying strategic 
orders from the general tothe offi- 
cers on the battle front but was de- 
layed because his horse went lame 
when it threw a shoe. The loss of 
the battle ended the war and the poet 
traced it all back to the failure of 
a horseshoe nail. I have seen the 
same thing happen in business count- 
less times since I closed my Fifth 
Reader and took my departure from 
the little white schoolhouse that stood 
on the banks of Brooks Creek in Elk 
Township, Buena Vista County, Iowa. 


. .. It all adds up to the fact 
that nothing is unimportant. 
Everything has a part to play 
in our complex economy. 


The Useless Cadillac 


The $5000 Caddie attracted much 
envious attention as it stood at the 
curb. It was bright and‘shiny and 
glamorous. The instrument board... . 
the upholstery ... the appointments 


were the last word in luxurious trans-- 


portation. Yet it couldn’t be made 
to move an inch. It was as_ useless 
for transportation purposes as the 
concrete upon which it stood because 
a malicious mechanic had removed a 
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. copper wire (costing less than 25c) 


from the intricate mechanism. There 
was marked similarity between the 
idle Cadillac and the lame horse. 
Neither ‘could function because of the 
failure of an apparently insignificant 
part of their equipment. 


. .. In the days to come parts 
and people, regardless of the 
role they play, will become in- 
creasingly important. 


So You Think You Have 
Troubles! 


I have a friend in a department 
store in Pittsburgh who penned me 
these lines: “Have we had troubles! 
First came the newspaper strike 
which made it impossible to adver- 
tise for six weeks just at the time 


when it pays off best. Then came the 


big snow which tied things up in a 
knot and kept customers home when 
they would ordinarily be doing much 
of their Christmas shopping. Next 
was the teamsters’ strike which 
stopped deliveries completely. And all 
in our busiest season!” 


... Our interdependency, which 
is responsible for our great 
strength when everything is 
working right, promptly be- 
comes a weakness when any 
part fails. 


Who Gets the Last Bite? 


The man who is willing to pay any 
price in order to get scarce materials 
actually may be contributing to his 
industrial downfall. He not only is 
pouring oil on the flames of inflation 
but is inviting controls, which unfortu- 
nately do not always control, especially 
when politics play a leading role in 
the shaping of our social and indus- 
trial destinies. Take the case of Fin- 
land as related in the Wall Street 
Journal. Under fire from workers 
and management,.the government has 
granted round after round of wage 
and price hikes until the cost of living 
is up 850%. However;this is modest 
in comparison with the 30,000% climb 
in Greece and the 5,000% jump in 
Italy. The zeal to get the last bite 
may well. bring the time-,when there 


won’t be any bite left! 


... Vicious Circle: When busi- 
ness men blame labor and labor 
blames business men and both 
keep demanding more. 


Healthy Growth or 


Inflated Values? 


Thought for 1951: Why not square 
off and look sales budgets squarely 
in the eye? Sure thing volume has 
been going up pretty steadily during 
postwar years but when the increase 
is in dollars rather than units, there 
is grave danger in the situation. 
Question is how much of the increase 
represents inflation and how much 
healthy growth. 


. . Never were good sound 
merchandising principles as im- 
portant as they are today. 


Where Wars Are Won 


It takes more than the Army, Navy 
and Air Force to win wars. What 
happens on the home front is of 
equal importance . .. on farms, in 
lumber yards, in factories, on Main 


~ Street. 


But it goes far beyond the physical 
aspects of these operations. It is the 
Spirit of the people that helps to 
drive back the enemies and to protect 
our precious heritage. 

The same football team that plays 
a losing game in the first half turns 
around and wins the game in the 
second half ... not because of new 
players, signals or paraphernalia but 
simply because of a change in spirit. 


. Suggested Formula: (1) 
A calm appraisal of merchan- 
dising problems. (2) A change 
in pace. (3) A willingness to 
adapt ourselves to new condi- 
tions. 


Preparedness Pays Profits 


The manpower problem ldoms large. 
Competent personnel will be scarce. 
Better begin to make plans now for 
major shifts. Have  understudies 
learning jobs in all cases within mili- 
tary age limits. Nothing is to be 
gained by waiting. Much is to be 
gained by preparedness. 


. . - Concentrate on materials 
that will be available. 


Merchandising ‘Must"’ 
for Today 


Study the future availability of ma- 
terials. Learn how to use them. Pass 
the information along to potential 
customers. They will appreciate your 
foresight and welcome your sugges- 
tions. 
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HOLT HARDWOOD CO. 


Manufacturers of 


MAPLE @ BIRCH @ BEECH @® OAK 
STRIP @ BLOCK 
. and 
HERRINGBONE 
FLOORING 


* 
BROOM HANDLES 
GRADED SAWDUST 


* 
High Grade Northern Hardwoods 
* 
Custom Kiln Drying 
* 


Members: M. F. M. A. N. H. LL. A. oN. H. & HOM. A. 


OCOnTO, WISCONSIN 

















RDS IN- 
LOUIS: 








HILL-BEHAN 
LUMBER CO. 


6515 Page Avenue 5601 Elston Avenue 


ST. LOUIS 14, MISSOURI e CHICAGO 30, ILLINOIS 
DEtmar 1111 ROdney 3 4160 « Teletype CC-1464 
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SCHUNDLER »Cuccaled PERLITE 


CORALUY: 


has the WORKABLE CHARACTERISTICS 
of SAND...YET IS 86% LIGHTER 








Use CORALUX aggregate 
...with the same ease of 
application as sand—Be- 
cause CORALUX is white 
clear through, there is no 
dark under-color to show 
through, the finish coat goes 
farther. 


—— the latest in the Schundler family of light 
weight aggregates for plaster, has the workable character- 
istics of sand...there are no new methods to learn in 
its application. Nothing quite equals annealed CORALUX 
for impact absorption and crack resistance. It is among 
the highest rated for insulation and fire resistance. 
CORALUX weighs only 71% Ibs. per cu. ft. as compared 
to 100 Ibs. per cu. ft. for sand. The curing time for 
CORALUX is approximately half the time as that for 
other light weight aggregates. Packaged 3 cu. ft. to a bag, 
there is no measuring, shoveling, sifting, freezing, thawing 
or waste, and no storage problem. CORALUX aggregate 
is graded to conform with A. S. A. 
and A. S. T. M. standards. 


* Annealing Perlite (a 
Schundler development 
in processing) gives 
CORALUX its greater 
inherent strength. Each 
honeycombed, pearly 
grain is a maze of struc- 
tural beams and ties 
which absorb stress from 
all directions. 





WRITE FOR FULL 
DETAILS, SPECIFICATIONS AND PRICES TO DEPT. 1 


7© SCHUNDLER « co. inc. 


JOLIET, ILLINOIS 


LONG ISLAND CITY, N. Y. 


Plaster & Concrete Aggregate Insulation, Blocks 
Loose Fill. Insulating Cements, Acoustical Tile 











WHAT’S NEW 





Products .... Sales Aids... . Literature 


SEND FOR THESE: 


“Glass for Construction,” a new 24- 
page manual, is being sent to dealers 
and distributors handling Libbey- 
Owens-Ford products. Material in the 
new catalog will also appear in the 
1951 Sweet’s Files for architects, 
builders and engineers. The manual 
contains a description of qualities, list 
of suggested uses and data for speci- 
fication of L-O-F glass products. Lib- 
eral use has been made of illustra- 
tions and photos of actual glass in- 
stallations. Important additions to 
this year’s manual include a list of 
firms which manufacture standard 
sash for Thermopane and instructions 
for using the new L-O-F glazing clip 
with the multiple-glass insulating 
window unit. For copies of the manual 
write Libbey-Owens-Ford Glass Co., 
Dept. AL, 1295 Nicholas Bldg., To- 
ledo 3, Ohio. 


Over 2000 listings of Lefax pocket- 
size technical books are contained in 
the newly revised 1951 Lefax Catalog. 
Condensed, mathematically accurate 
source materials for engineers, con- 
struction men, technical workers and 
technical students. Of special interest 
to surveyors is the new Slope Correc- 
tion Table which gives 2-minute cor- 
rection factors for distances up to 
1,000 ft. Also newly compiled is a 
Decimal Trig Table with natural 
functions worked out to 100th part of 
degree. Write Lefax, Dept. AL, Phil- 
adelphia 7, Pa. 


A new DeWalt folder features new 
uses of the DeWalt ‘Power Shop’, the 
DeWalt radial arm saw specially de- 
signed for home woodworking shops. 
Attention is called in the folder to 
the fact that a jigsaw, lathe, and 
belt sander can now be used with 
DeWalt homeworkshop models, some- 
thing that was not previously a fea- 
ture of DeWalt machines. How one 
DeWalt machine can do the work of 
many machines and is this a “one 
machine woodworking shop” is ex- 
plained in the folder. For copy of the 
new DeWalt folder, write DeWalt 
- Department MB-AL, Lancaster, 

a. 


Timber for recreational buildings is 
particularly valuable for those in 
charge of construction fer the Armed 
Services. This 24-page booklet vividly 
portrays the wide variety of design 
that can be achieved in recreational- 
type construction by the use of the 
three major systems of timber con- 
struction, each assuring a maximum 
of efficiency at marked economy in 
cost. The recreational purposes to 
which they can be put are comprehen- 
sively illustrated in the booklet’s 
photographic gallery of gymnasiums, 
arenas, field houses, drill halls, indoor 
swimming pools, bowling alleys, 
bleachers, skating and curling rinks, 
community buildings, club houses, 
recreation centers, orchestra shells, 
radio and television studios, play- 
houses, and the huge screens of open- 
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air, drive-in, motion picture theaters. 
All sections of the United States are 
covered in the pictorial display. Write 
Timber Engineering Company, Dept. 
AL, 1319 Eighteenth St., N.W., Wash- 
ington 6, D. C. 


A new folder designed to aid the 
consumer in washing and drying 
woolen blankets in the Laundromat 
and Clothes Dryer is being released 
through its laundry equipment deal- 
ers by the Westinghouse Electric Ap- 
pliance Division. The folder points 
out how the flexibility of the single 
dial control that permits the operator 
to start, stop or repeat any part of 
the washing cycle plus the washing 
action, makes it possible to wash 
blankets successfully in the Laundro- 
mat. Designed for use as a handout 
or mailing piece, the folder provides 
ample space on the back cover for 
dealer imprint. Write Westinghouse 
Electric Corporation, Dept. AL, Mans- 
field, Ohio. 


Arctic Circle evaporative cooler cat- 
alog covers various types of coolers, 
installations, and accessories together 
with technical data that is necessary 
for accurate planning of installations. 
Included are illustrations and installa- 
tion data for residential fan type mod- 
els, residential blower type models, 
also commercial as well as industrial 
blower type models. For copy of this 
20-page catalog write International 
Metal Products Company, Dept. AL, 
500 South Fifteenth St., P.O. Box 1712 
Phoenix, Ariz. 


New soldering information, helpful 
to TV and radio technicians, electri- 
cians, auto mechanics and industrial 
laboratory workers, is contained in 
the Weller Soldering Gun Catalog. 
Fully illustrated, it covers the com- 
plete line of Weller Guns for every 
soldering requirement and features 
new light-duty model with dual spot- 
lights. These twin prefocused spot- 
lights entirely eliminate shadows in 
the working area. Catalog gives de- 
tailed descriptions and lists prices. 
Write Weller Electric Corp., Dept. 
AL, Easton, Pa. 


“This is Du Pont—The Story of 
‘Duco’ Finishes”, is a picture story of 
the discovery and development of mod- 
ern finishes and the far-reaching effect 
on industry and American living to- 
day. By photos and text this booklet 
documents the solving of the difficult 
problem of providing quick-drying, 
durable finishes of taking the paint 
business out of its folklore methods 
and getting it on a scientific basis. 
“The Story of ‘Duco’ Finishes” is 
available without charge from the 
Public Relations Department, AL, 
E. I. du Pont de Nemours & Company, 
Wilmington 98, Del. It is the third:in 
a series of booklets about the com- 
pany and its products. The first was 
“This is Du Pont” and the second was 
“This is Du Pont—The Story of Cel- 
lophane.” 





. 


New Model Duo-Fast Hamme 


Fastener Corporation has re- 
leased its revised heavy duty HT- 
755 Hammer Tacker. Two im- 
portant changes have been made. 
First a snap-off Jiffy Jaw, demon- 
strated on the illustration, has been 
added to provide fast, easy clean- 
ing. Second, a constantly-engaged 
plunger and cam mechanism has 
been designed which gives greater 
driving power as required on the 
heavy %”, %” ;*”” staples used 
in this Duo-Fast Hammer Tacker. 
The all-around efficiency of the ma- 
chine is greatly increased by these 
improvements. Write Fastener 


Corporation, Dept. AL, 862 Flet- 
cher St., Chicago 14, III. 





Holds Roll of Wax Paper 


Kitch’n-Handy Products an- 
nounces its Kitch’n-Handy Paper- 
Boy, a combination wax paper and 
paper towel dispenser designed to 
help make kitchens more conveni- 
ent and “workable”. The Paper- 
Boy holds.a standard roll of wax 
paper or foil and a standard roll 
of paper towels. The wax paper is 
left in the original container, 
placed in the Paper-Boy dispenser 
with cutting edge up and forward. 
The roll of paper towels is placed 
in a curved holder and a straight- 
edge is provided for tearing off 
towels at perforations. Also avail- 
able is the Kitch’n Handy Paper- 
Boy Junior, holding wax paper or 
foil only. It may be used singly, 
or may be used with the Paper-Boy 
so that all three kitchen paper 
needs—foil, wax paper and paper 
towels—are kept in one convenient 
location in the kitchen. Write 
Kitch’n Handy Products, Dept. AL, 
Tacoma 2, Wash. 
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HERE'S THE ANSWER — ONE MACHINE — 
A WILSON for All these operations 


~wewwowee 


@ Cross Cutting @ Rabbeting @ Shaping 
@ Compound Mitering @ Ploughing @ Fluting 
@ Ripping: @ Dadoing And Many More 








2, 3, 5 and 7'/2 HP 
Models Available 


Manufactured by 


MEDIA MACHINE WORKS, 
INC. 






Su 


HIGH SPEED 
MEDIA, PENNSYLVANIA, U.S.A. 


D 
‘Al CUTTING MA 
Established 1922 
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TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 


Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES 


De Pee 








SINCE | Manufacturers of Highest 
1895 Quality Forest Products 


J. NEILS LUMBER COMPANY 


\ IDAHO WHITE PINE * PONDEROSA PINE 
\ ENGELMANN SPRUCE * LARCH * DOUGLAS FIR 


MILLS: Libby, Montana and Klickitat, Washington 


SALES OFFICES: Minneapolis, Minnesota; Chicago, 
Illinois; New York City, N. Y. 














3 
MODERN 
‘MILLS TO 






Ahthons Brothers Wood (o 


P. 0. Box 836A Urbana, Arkansas 


Southern Pine and Hardwoods 
4O Million Feet Annually 








Springhill Lbr. Co., Springhill, Ark. e Excellent supply good timber e An experienced organization 
Urbana ber. Go. t } ge i Ark. e Latest type, modern machinery © Quality that satisfies 
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LOW PRUES 


make you 
MORE SALES 





You sell the line that’s priced to make 
customers buy when you sell Famous 
Ladders. Sound construction with 
thoroughly dry, seasoned woods . . 
strong steel braces and hinges... 
smooth, clean finish. These features 
at the Famous low price make sales 

. and satisfied cutomers. There is 
a Famous ladder for every need in the 
home, in industry, commercially and 
on the farm. 


BEST-SELLING FAMOUS LADDERS 


The SECURITY, a 
top-quality ladder 
at a selling price. 
All hardware fin- 
ished in Chinese 
Red. Other models 
in all price ranges. 





FRUIT STEP lad- 
der gives a steady 
stand even on 
rough ground. 
Pointed leg is 
hinged to go 
through branches 
or over limbs. 





COMBINATION 
TRESTLE and EX- 
TENSION ladder. 
A four purpose 
ladder can be used 
as a step ladder, 
trestle, extension 
or two single 


ladders. 







HOUSEHOLD ql 
STEP STOOL. At- 
tractive and low in 
price, this handy 
step stool is a sure 
seller. 


Be sure to write for this free 
catalog. It includes the com- 
plete line of Famous Ladders 
plus the Famous line of Iron- 
ing Tables. 


GOSHEN CHURN & LADDER, INC. 


% Dept. A Goshen, Indiana 
ee Leaders in Quality Woodenware over 48 years 















Weep noes 


ae ones 





U. S. G. Dry-Wall Sealer 

Now being marketed and pro- 
moted nationally—after extensive 
testing on the west coast—is this 
latest addition to the popular paint 
product line of the United States 
Gypsum Company. It is Sheetrock 
Sealer, said to possess advantages 
that have long been demanded by 
painters, contractors, and builders. 
As proved by laboratory and field 
tests, Sheetrock Sealer not only 
offers extremely easy workability, 
but many other advantages as well. 
Though specially developed for use 
over Sheetrock Gypsum Wallboard, 
also made by the United States 
Gypsum Company, Sheetrock 
Sealer performs equally well over 
any gypsum dry-wall interior—and 
under any spirit-thinned paint or 
enamel, including oil stipples and 
flat oils. Sheetrock Sealer lays the 
face paper nap, and seals off im- 
purities. It’s easy and ready to 
use, controls suction, is highly pig- 
mented and provides “tooth”. Ac- 
cording to the company, these ad- 
vantages never before have been 
combined in one _ sealer. Write 
United States Gypsum Company, 
Dept. AL, 300 W. Adams St., Chi- 
cago 6, Ill. 











Jet Safety Hinges 


Jet Safety Hinges have been de- 
signed to solve the ever-present 
danger of a locked or jammed door 
that must be opened instantly in 
an emergency. This is particularly 
important in homes where children 
are present as it is a rather com- 
mon occurrence for them to lock 
themselves in the bathroom or bed- 
room. The hinges are ideal in 
new construction where there are 


frequent demands for the remova! 
of doors during the building pe- 
riod. Doors may be removed easily 
and quickly, without marring fine 
finishes or newly painted surfaces. 
A sharp push on the joint side of 
a closed door causes the Jet safety 
hinges to snap apart readily. It’s 
just as simple to replace the door. 
Merely set the door in its normal 
position and then tap hinges into 


place. They may be installed as 
easily as the conventional door 
hinge. No complicated drilling or 
routing. Jet safety hinges are 


manufactured with specially hard- 
ened, high tensile strength metals 
with a lifetime lubrication “sealed 
in.” Precision machining of the 
hinges permits a full 180 degree 
swing of the door under all condi- 
tions. Write Safety Hinge Corp., 
7 AL, P. O. Box 111, Cranford, 
iN, . 












































Simplified Corner Cabinet 


The Angel Novelty Company is 
producing a cabinet for the car- 
penter or builder who prefers to 
install corner cabinets with match- 
ing casings. The back has been 
omitted so that the wall decora- 
tion will show through . . a 
feature long desired by the crafts- 
man. The front is assembled and 
the upper door glazed but no 
hardware is furnished. For addi- 
tional information about this No. 
1270, write Angel Novelty Com- 
pany, Dept. AL, 340 Broad St., 
Fitchburg, Mass. 


The "Brush Bath" Is Back! 


You can salvage old brushes by 
using a long trough filled with 
Cabot’s Brush Cleaner. Just im- 
merse the old brushes and let them 
soak. Cabot’s Brush Cleaner pene- 
trates right into the heel, loosens 
every bit of paint so that it can 
easily be combed out, then washed 
clean with water. After a thorough 
treatment with Cabot’s Brush 
Cleaner, old, stiff brushes are said 
to snap back to the shape of new 
brushes with the original liveliness 
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of the bristles renewed. Cabot’s 
3rush Cleaner is more than a 
cleaner for hardened brushes. It 
not only salvages old brushes but 
it maintains freshness and vitality 
in new brushes as well. Cabot’s 
3rush Cleaner is a non-caustic 
liquid solvent that’s ready to use 
right out of the container. It won’t 
evaporate and can be used over and 
over again. It’s non-inflammable. 
It won’t injure the finest bristles or 
settings. It’s excellent for cleaning 
all natural and Nylon _ bristle 
brushes. Write Samuel Cabot, Inc., 
Dept. AL, 460 Oliver Bldg., Boston 
9, Mass. 








Fiberglas Ceiling Board 
Fiberglas Ceiling Board for sus- 
pended ceilings has been announced 
by Owens-Corning Fiberglas Cor- 
poration. Noncombustible, econom- 
ical and efficient thermally and 
acoustically, the ceiling board is 
suspended on a grid system fabri- 
cated from extruded aluminum 
T-sections. This design affords a 
durable, attractively finished ceil- 
ing at an installed cost approxi- 
mating that of conventional non- 
acoustical ceilings. This ceiling 
board is a rigid, lightweight board 
composed of glass fibers bonded to- 
gether with a stable resin. It is 
used with a suspended ceiling con- 
struction, such as Alumi-Coustic or 
a similar system. The ceiling board 
rests on the flanges of the T-mem- 
bers and forms the ceiling with 
excellent acoustical and added ther- 
mal insulating properties. Fiber- 
glas Ceiling Board may be installed 
in new or existing construction, 
and is adaptable both to large areas 
such as bowling alleys, super mar- 
kets and other stores, theatres, 
schools and institutions as well as 
to smaller offices and shops. In- 
stallation may be made prior to 
plastering or enclosure of sidewalls 
because the aluminum and Fiber- 
glas combination is not affected by 
high humidity. Write Owens- 
Corning Fiberglas Corporation, 








Dept. AL, Toledo 1, Ohio. 
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See Manpower 


deliver MORE ower 
by means of 


CLARK YARDLIFTS 





ou ll make THE MOST OF MANPOWER BY MAKING MAN- 
POWER MORE PRODUCTIVE through use of Clark Yardlift 
fork trucks — pneumatic-tired huskies designed especially for outdoor 


handling of heavy, bulky loads. Fast, easy to maneuver and safe, 
these machines possess amazing stability in operation over rough 


surfaces. Three capacities—2,000, 4,000 and 6,000 pounds. 


SE SURE TO SEE 
THE CLARK EXHIBITS AT THE 
4TH NATIONAL 


MATERIALS 
HANDLING 


EXPOSITION 


INTERNATIONAL 
AMPHITHEATRE 
CHICAGO APRIL 30-MAY 4 
1951 





You'll find many prac- 
tical ideas for getting 
more power from man- 
power in ‘‘Materiak 
Handling News” and 
in the Clark Condensed 
Catalog—please use 
the coupon. 





The field of Materials Handling offers Industry 
its richest opportunities for increased productive 
capacity, improved efficiency, better employee 
relations— and substantial cash savings . . . And 
the ideal tools with which to achieve those benefits 
are the Clark Yardlifts and other machines and 
special devices that constitute the Leadership Line. 








CLARK Fork TRUCKS 


/ AND POWERED HAND TRUCKS ~- INDUSTRIAL TOWING TRACTORS 








Please send: (+ Material Handling News () Condensed Catalog 
Nome 








Firm Name 





Street 





City. Zone State. 








AUTHORIZED CLARK INE 




















Miniature Fuel Logs 

Miniature fuel logs, about one 
foot long and four inches in diam- 
eter, are now being turned out at 
the rate of one every 25 seconds 
at Weyerhaeuser Timber Company’s 
plant. The new product is the 
popular Pres-to-log, widely used as 
fuel in households, railroad dining 
ears and ship galleys. Each Pres- 
to-log is made from dry planing 
mill shavings and sawdust, left over 
when kiln dried lumber is surfaced 
and finished to commercial pat- 
terns. This mixture is compressed 
under 165,000 pounds of pressure 
in a seven-foot wheel whose foot- 
thick rim is perforated with about 
40 holes. In these holes, fitted with 


cylindrical steel dies, logs are 
formed singly under pressure and 
without a binding agent and then 
held during one 21-minute rotation 
of the wheel while water circulates 
in the wheel’s rim to cool them. 
Each log is then ejected by an in- 
coming mixture of new material to 
be compressed. A log weighs eight 
pounds and packs 80,000 BTU’s in 
its solidified contents. Write 
Weyerhaeuser Timber Company, 
Dept. AL, Springfield, Ore. 


Brades Brick Trowel Available 
The popular English Brades 

Brick Trowel is again available in 

this country, officials of the Gold- 
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blatt Tool Company, announced re- 
cently. The company has just re 
ceived the first shipment of these 
Brades Brick Trowels to reach this 
country in 10 years. The Brades 
Brick Trowel is available in 11” 
and 12” lengths, and 13” length 
Write Goldblatt Tool Company, 
Dept. AL, 1924 Walnut St., Kan- 
sas City 8, Mo. 


you can st SURE. iF its 
WESTINGHOUSE 
faethe) 43-394) ee le 
Friese _ 











Merchandiser Salesman 
Thirty-three fluorescent lamps 
can be displayed attractively in a 
space less than two feet square by 
using this modern Westinghouse 
counter merchandiser. The “silent 
salesman” — equipped with five 
racks, and made of heavy gauge 
blue enameled wire—allows the cus- 
tomer to see and select the lamps 
she wants. It is 1544” high, 18” 
wide and 10” deep. The merchan- 
diser (No. X-338) may be ordered 
from any Westinghouse lamp sales 
office. Write Westinghouse Electric 
Corp., Dept. AL, Bloomfield, N. J. 


New Type of Siding 

Textured finish “Re-Nu-It” is a 
product reported to re-surface, 
beautify and insulate any type of 
wood, clapwood, masonry or shingle 
structures. The product is water- 
proof, containing the two inde- 
structible minerals asbestos and 
mica, and is not merely nailed on 
like ordinary siding but fused to 
the surface by specially designed 
pressure equipment. The process 
consists of Re-Nu-It being air- 
blasted to the surface approximate- 
ly 1/16” thick, thus becoming an 
actual part of the existing struc- 
ture. Complete insulation and great- 
er durability is assured with the 
additional advantage that by be- 
coming part of the surface the prod- 
uct does not hide or alter any of 
the original architectural lines and 
contours. Re-Nu-It is available in 
a choice of 7 custom colors. Being 
a textured finish it resembles stucco 
and yet is not quite as coarse. It is 
reported that the product can only 
be applied by factory approved ap- 
plicators and that its cost is no 
greater than the conventional type 
of siding. Write Re-Nu-It Corpora- 
tion, Dept. AL, 424 W. 42nd St., 
New York 18, N. Y. 
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New Skil Drill 


Portable drill one minute—power 
hoist the next. Skil 1” Drill Model 
163 combined with American Han- 
diwinch makes a complete power 
hoist unit in a matter of minutes. 
A simple adapter kit that requires 
no special tools for mounting, locks 
Skil Drill and Handiwinch in per- 
fect alignment. This assures safe, 
big-capacity hoisting on all jobs. 
The powerful Skil Drill can be 
easily taken out of the hoist bracket 
and it’s ready for all drilling jobs. 
It is said to have an exceptionally 
powerful motor and sturdy con- 
struction throughout. With a 
hoisting capacity of 1,009 lbs. at 
10 f.p.m., this Skil Drill-American 
Handiwinch combination is de- 
signed for use by contractors, ma- 
chine shops, foundries, garages, and 
warehouses. Write Skilsaw, Inc., 
Dept. AL, 5033 Elston Ave., Chi- 
cago 30, Ill. 
































New Milking Parlor Stall 


Clay Equipment Corporation’s 
newest parlor stall features the all 
new speed feeding system. This 
semi-automatic system really takes 
the work out of feeding time. The 
hopper runs ground feed directly 
to feed bowl. All the farmer does 
is to turn the paddle wheel crank 
and a pre-measured ration drops 
into bowl. The speed feeding sys- 
tem can be used with or without 
overhead feed bin. Special side- 
guards hold the cow’s head over the 
bowl, so that feed cannot be butted, 
slobbered or blown on the floor. A 
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specially designed apron, which fits 
on top of the bowl, catches any 
spilled feed and funnels it right 
back inside. The bowl is round and 
smooth—basin-like in shape—with 
no sharp corners where feed can 
lodge or rot. The hopper is large 
enough to prevent ground feed 
from clogging. Factory assembly 
of the new Parlor Stall is reported 
to be much more complete than with 
the ordinary type parlor stall. The 
Clay Parlor Stall handles all types 
of milkers, including the pipeline, 
and flexibility of the Stall makes 
installation easy in both old and 
new barns. For literature write 
Clay Equipment Corporation, Dept. 
AL, Cedar Falls, Iowa. 


Stix Adhesive 


Adhesive Products Corporation 
announces the development of a 
new adhesive for the woodworking 
industry to replace Polyvinyl Ace- 
tate which is in short supply. The 
new product, Stix Adhesive, is said 
to have better waterproof qualities 
than Polyvinyl Acetate and is more 
resistant to shock. Stix ‘will also 
adhere wood to rubber, plastic, 
metal and other surfaces. With 
Stix it is also possible to eliminate 
the use of clamps in many wood- 
working operations. Write Adhe- 
sive Products Corporation, Dept. 
AL, 1660 Boone Ave., New York 60, 
w. We 











mark when you buy -- 


A-Y 


Looking for well-manufactured Ponderosa Pine yard and 
shed stock, factory lumber, industrial items? Look to the 
familiar Alexander-Yawkey trade mark. It’s your assur- 


ance of fine quality stock. 


Consult us on your next requirements. We specialize in 
dependable quality Ponderosa Pine lumber — in straight 
cars or mixed cars giving you an assortment of 
Ponderosa yard and shed items with Fir and Larch 


LOOK for the Familiar 


Alexander-Yawkey trade- 





dimension. All Alexander-Yawkey lumber is precision 


manufactured—properly kiln dried and accurately graded. 


Consult your local supplier for sash and doors 
made from our Ponderosa Pine. 


* PONDEROSA PINE 


* FIR and LARCH 
DIMENSION 


Alexander-Yawkey Lumber Co. 


PRINEVILLE, OREGON 





Member Western Pine Association 


Member Ponderesa Pine Woodwork 
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: for FRENCH DOORS 


CASEMENT WINDOWS 





Adams-Rite, the originators of the ex- 
clusive extruded design in Surface, Slide 
and Cremone Bolts, is still the only 
source for all styles! This patented con- 
struction with concealed guides elimi- 
nates all unsightly straps and scratching. 
Solid brass throughout. Four screws to 
each bolt insure rigid strength. Installa- 
tion is easy and error proof and adjust- 
ments are made on the job without 
taking the boit apart. Spring tension 
gives uniform pressure at all points. 









All 3 widths of rods—3%”, 4”and 
54”—have the extruded design. 
Lengths to 48”. Harmonizes 
with any architectural design. 
Mortise and rim strikes fur- 
nished. 10 standard finishes. 


Extruded design in 2 sizes—2%” 
x 19” and 3” x 5%”. Ideal for stall 
and Dutch doors and for use in 
place of mortise and gem bolts. 
Surface, rim and mortise strikes 
furnished. 10 standard finishes. 


New narrow, modern design enhances 
French windows and doors. Especially 
suited to very narrow wood or metal 
stiles. Rods, all with extruded design, 
in 3 widths—34”, 14” and 54”. Reversi- 
ble as to hand. One or 2 handles 
available. Thumb button deadlock 
optional. Mortise, rim, angle and sur 
face strikes furnished. 7 standard 
finishes. 


® \ 
l ANNIVERSARY AEP _1#00=1950 \ 


ADAMS-RITE MANUFACTURING CO. 














49 WEST CHEVY CHASE DRIVE GLENDALE 4 CALIFORNIA US A 
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New PUL-Pac Model 


A redesigned PUL-Pac, fork- 
truck device that handles unit 
loads without use of conventional 
pallets, will go into production 
during February, according to the 
Clark Equipment Company. The 
new model is described as incor- 
porating improvements developed 
as a result of users’ experience. 
Principal change from the early 
PUL-Pac design is the adoption of 
a pantograph-type linkage to 
actuate the gripper-jaw and pusher 
rack, in place of the long piston 
rods employed on previous models. 
The new construction allows a 
shorter hydraulic stroke from a 
more powerful piston, and elim- 
inates the severe bending stresses 
to which the long pistons were 
subjected. Strong side forces for- 
merly exerted on the long pistons 
are now absorbed by the panto- 
graph, which is ruggedly built 


to withstand them. Also the new 
construction eliminates all PUL-Pac 
structure back of the uprights. 
Write Clark Equipment Company, 
Dept. AL, Battle Creek 40, Mich. 





"Fixture Type" Lampholder 

A “Fixture Type” Slimline lamp- 
holder has been introduced by Syl- 
vania Electric Products, Inc. This 
addition to the company’s line of 
fluorescent wiring devices is in- 
tended for single screw fastening. 
Designed for either surface or flush 
mounting, the lampholders are con- 


sidered ideal for use in exposed 
lamp type fixtures. The high voltage 
device (left) is provided with a 
spring loaded movable contact for 
easy lamp insertion and removal. 
The unit on the right is used on 
low voltage. As a mounting acces- 
sory for use with the Sylvania 
“Plunger Type” butt-on slimline 
lampholder, a U-bracket has been 
added. Brackets are assembled to 
the lampholders at the factory and 
mounting screws are provided with 
them for fastening to the fixture. 

Both of these Slimline lamphold- 
ers will accept all Slimline type 
lamps including the 75-watt T12 
size. Write Sylvania Electric Prod- 
ucts, Inc., Dept. AL, 500 Fifth Ave., 
New York 18, N. Y. 





Space-Saving Jalousies 

Floor space and wall space around 
closet and passage-way doors can 
now be attractively utilized without 
marring or hiding the furniture. 
Easily installed, Jalousies replace 
heavy doors between rooms and on 
dining, living room, and hall clos- 
ets, adding a smart, decorative 
touch. They also eliminate the 
bumping and crowding that occurs 
when two wide doors open into each 
other or overlap. Space-saving Ja- 
lousies have slatted louvres which 
help air circulation between rooms, 
making them cooler in summer and 
warmer in winter. This circulation 
makes it unnecessary to heat clos- 
ets, or leave doors standing open in 
order to heat a home throughout. 
Inglenook Jalousies can be ordere: 
in black or Chinese red, plain or 
trimmed in gold, with varied flora! 
designs. They are also available 
unpainted or with a gray prime 
coat, enabling customers to match 
previous color schemes or wood- 
work. Write Inglenook Craftsmen, 
Dept. AL, Box 26; Station O, Cin- 
cinnati 8, Ohio. 
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= REVERSIBLE 
i WINDOW VENTILATOR 
The original reversible ex- 
haust and intake fan!—with 
easy patented reversing 
mechanism for complete 
: safety. In 10", 12", 16" and 
_ : =. 20" models. Adjusts to 


every window width. 
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‘ ae enamel or sunse 5 ‘ 
New Roc-Wood Flooring FLOOR CIRCULATOR = tan finish. wall switch 
; ; , trolled 
Roc-Wood is a new kind of low- An unbeatable value — builds © ached 
cost flooring material that goes on oe a ee ee SS KITCHEN 
with a trowel. Created by a prac- balanced aluminum blade. In 77 VENTILATING FAN 
tical flooring engineer, this new Sunset Tan. 3 speeds. Flick all switch! — 
floor is said to be as comfortable ae “tal fan starts 
and easy to walk upon as wood. BERNS MFG. CORP: "opens and closes. Outer 
New . Roc-Wood resembles costly 3050 No. Rockwell, Chicago be ilk om hag Coane Ring Rg 
cork in appearance and is as dura- ished chrome or gleam- 
ble and long-wearing as rock. It “for eo ic ox te ong ieee Coes Sees 
is made up of the hardest kind of A fton St, Sble to 16" thick walls. 
hardwood fibres, chemically treated Caice 
and bonded together with a prac- 
) tically indestructible plastic binder. 
It hardens by chemical action, not 
by evaporation. Roc-Wood may be QUALITY LUMBER 
laid anywhere conventional mate- 
rials can be laid, and in many places for 63 Years 
where nothing else is satisfactory. Winton's Sustained Yield Operation assures 
a over —— uneven surfaces, buyers today and in the future of a contin- 
wit out under ayments. It actually uous supply of Winton Quality Lumber 
smooths away rough spots as you dead 
lay it. Anyone can lay a Roc-Wood dipmaaay, 
und floor. It sets in about 4 hours... Start today. Make Winton your source for 
can after 24 hours it is ready for un- quality, a and service. 
hout limited use. Note Before-After . 
seg photos. Write Roc-Wood Flooring, California Sugar Pine e@ Ponderosa Pine .. 
ae Dept. AL, 364 E. 28rd St., Chicago Douglas Fir e saa od e Western White 
1 on 16, Il. a 
clos Mouldings and > tig aa Window 
‘we P and Door Trim 
— New Formica Patterns 
curs The Formica Co. is introducing 
each “Skylark” and “Fernglo,” bringing 
| Ja- to 80 the total number of color | 
hich patterns now offered. Early re- 
oms, ports from the sales department in- 
and dicate a widespread popular ac- "DP devia Fae Woodwork 
ition ceptance of the two new designs. 
clos- “Skylark” an ultra-modern abstract . 
an in pattern, and ‘“Fernglo,” which 
nout. recreates a natural pattern of 
lere:| foliage, are both creations of INTON LUMBE . 
n or Brooks Stevens Associates, For- 
lore! mica’s nationally known design 
lable consultant. Both the patterns and SALES CO. 
rime the colors in which they are avail- 
vatch able are the results of research by " i » 
vood- the Stevens organization into the | J y i Foshay Tower Minneapolis 2, Minnesota 
men, preferences of the average con- | f a M 
Cin- sumer. “Skylark” is offered in ten 
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INSECT 


WIRE SCREENING 





There are good reasons why home- 
owners prefer Cortland Brand Wire 
Screening. For one thing, it makes a 
better looking screening job. For an- 
other, it gives dependable service. 


Popular Cortland Brand has been a 
favorite screening for over 75 years. 
It's ideal for doors, windows, porches 
and breezeways. Meets U.S. Depart- 
ment of Commerce, National Bureau 
of Standards’ specifications. In 18x14 
mesh, 24” to 48” widths, 100 linear 
foot rolls. Also available in 54”, 60”, 
66” and 72” widths in Bronze and 


ee Aluminum. 


| Stock ll Phere 
Cortland GRAY-WICK 


Popular, all-purpose wire screening 
— doubly protected against corro- 
sion by electro-zinc galvanizing and 
“glare-proofed'’, enameled finish. 


Cortland BRONZE 


Rust-resistant, unaffected by weather, 
salt air, acids or gases. Stronger, 
longer-lasting than copper screening. 
Bright or dark bronze “antique” finish. 


Cortland ALUMINUM 


Made of full gauge Alclad aluminum 
wire that won't rust or stain. Extra 
strong. Only ‘1 as heavy as steel in- 
sect wire screening. 


WB 









BRAND 


HARDWARE CLOTH * NAILS & BRADS 
POULTRY NETTING 


WICKWIRE BROTHERS, INC. 


CORTLAND, N. Y. 
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colors and ‘“Fernglo” in seven. 
Both will be promoted extensively 
through advertising and publicity. 
Write the Formica Co., Dept. AL, 
4614 Spring Grove Ave., Cincinnati 
32, Ohio. 
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Birch Flush Doors 

Mussman & Shafer, Inc. has in- 
troduced a vertical grain birch flush 
door with a veneer box core. It is 
supplied in sizes 16” to 2’8’x6’8x 
1°.”. Stiles are 4142” wide on both 
edges, increased to 6” by the lock 
blocks. All surfaces are glued to the 
entire core. The doors may be hung 
from either edge without selection. 
For further information write 


Mussman & Shafer, Inc., Dept. AL, 
Cincinnati 2, 


15 E. Third St., 
Ohio. 





The 1951 Steel ES-Nail 


A new, 1951 self-clinching stain- 
less steel ES-nail, featuring con- 
siderably increased holding power 
and complete penetration at stud 
locations, has been introduced by 
the Elastic Stop Nut Corporation 
of America for face-nailing asbes- 
tos shingles directly to non-wood 
sheathing. Considerable field ex- 
perience during the past year led 
ESNA to perfect the ES-nail de- 
sign to make it more fully adapt- 
able to the wide variations in the 
materials with which it is used and 
less susceptible to field abuse. 
ESNA now has the new nail for 
%-inch sheathings available in 
quantity, and plans to introduce a 
similar nail for 25/32-inch non- 
wood sheathing in the spring. Out- 
standing among the changes in the 
1951 ES-nail is the design feature 








which positively eliminates danger 
of loose shingles corners at nailing 
points where sheathing is backed by 
studs or wood members. At left in 
photo is shown the “window” or rec- 
tangular opening let into the driv 
ing leg of the new ES-nail. At right, 
the action of the “window” is 
shown. This design adds extra 
holding power from the sheathing 
by permitting a bellows-like expan 
sion of the sides of the nail into 
the sheathing material. It also 
allows the nail head to flatten com- 
pletely without distortion. The 
new longer, wider locking foot of 
the 1951 ES-nail compared with 
that of the old nail, produces more 
than a 100 percent increase in ef- 
fective contact area between the 
foot and sheathing. Write Elastic 
Stop Nut Corporation of America, 
Dept. AL, 2330 Vauxhall Road, 
Union, N. J. 





Additions to "Ranchief"’ Line 


The 1951 Ranchief Counterflow 
will be available with a pressure 
oil burner, as well as with vapor- 
izing oil and gas. This counter- 
flow unit provides for underfloor 
heating by warm air. In addition, 
a complete new series has_ been 
added to the Ranchief line, a 
standard Ranchief Hi-Boy, with 
conventional bottom inlet, top dis- 
charge. The new hi-boy is avail- 
able with a pressure oil, vaporizing 
oil, or a gas burner, and offers al! 
the original Ranchief line advan- 
tages of extreme compactnes: 
(22’’x22’’), reduced clearance, higt: 
efficiency and modern styling. Th 
counterflow series delivers 64,000 
BTU at bonnet, the standard serie: 
delivers 70,000 BTU at bonnet. Al! 
models are completely wired, pack 
aged and fire tested at the factory, 
and are convertible from oil to gas 
using the Conco AGA listed burner 
Models carry UL listing or AGA 
approval. Write Conco Engineering 
Works, Dept. AL, Mendota, III. 
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insulated comtort 





BILDRITE sheathing 


Gives you more than twice the insulating value 
and bracing strength of horizontal wood sheathing. 
Specify 4’ Bildrite Sheathing with confidence. 





*® 1 
Northern Wood 


Dowble-Duty 
INSULITE 


VBUNLDS VW INSULATES 


oS 
INSULITE DIVISION, MINNESG7A AND ONTARIO PAPER COMPANY 





Made of Hardy 













When 
"Balance" Counts 
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You, too, can keep your stock in proper balance 
by using W. T. Smith Lumber Company's MIXED 
CAR SERVICE. Order what you need when you 
need it and keep your lumber inventory profitably 


balanced. 
Oak Flooring Pine Flooring 
Dimension Siding 
Selective Cutting Assures Permanent Supply 





Mouldings 








CHAPMAN, ALABAMA 





67 YEARS OF MANUFACTURING YELLOW PINE AND HARDWOODS 








The SLIDE-A-FOLD 


Disappearing Attic Stairway 


A handy, practical and LOW COST 
way to reach the valuable storage 
space of the attic. 
COMPLETELY ASSEMBLED 
EASY TO INSTALL 





LOOKS GOOD 
WRITE SUPERIOR CONSTRUCTION 
FOR REQUIRES SMALL SPACE 
a LOW IN COST! 


Low freight rate Shipping weight 65 lbs. 


CRAIG WOOD PRODUCTS COMPANY 


Brennan Road, Columbus, Georgia 











ALIFORNIA 


SUGAR & WESTERN 


am a1. | XC] 4) (eh Am] [om 
#1 MONTGOMERY ST. 
SAN FRANCISCO, CALIFORNIA 


=UGAR Selects and 
Pi ™ E Shop 


California Ponderosa Pine 
~ Mouldings and Cut Stock 


~_ Sugar Pine Specialists for 45 Years i 





Pattern Lumber 
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“DEFENSE ORDER”... the mark that 


means “get behind me” in two ways— 
to push delivery—and (for civilian or- 
ders) to “bring up the rear.” Go after 
the DO hardwood flooring orders in your 
area — and sell the brand that has 
proved its stamina in every type of pro- 
duction, from foods to textiles, to air- 
craft. Northern Michigan's tough rock 
maple guarantees this durability—and 
for the strictest standards in drying, 
milling and grading, you can rely com- 
pletely on 


HOKMER 


Hardwood Flooring 


the oldest 
name in 


Send in your specifications early. We are 
genuinely interested in helping you to line up 
business. Our experience and facilities are 
at your command. Write today. 


HORNER FLOORING COMPANY 
215 Maple Ave. Dollar Bay, Mich. 
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Plasterers 


... that to do their work best they must 
have a finishing lime that’s easy to work, 


Know... 


smooth, and far spreading. 


That’s why the plasterer’s hawk, above, 
carries Hawk Spread (or its twin brand: 
Ohio White Finish), wherever quality 





plaster is demanded. 


You too may rely on Ohio Hydrate’s 
brands of finishing lime, scientifically 
processed from hand picked, kiln burned 
rock, always of uniform good quality, 


99'%2% pure. 


The OHIO HYDRATE & SUPPLY Co. 
WOODVILLE, OHIO 
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THE ZIGZAG BAGS 














Wood Floor Treatment 
International Chemical Co., man- 
ufacturers of Dura Seal for wood 
floor treatment, show this photo- 
micrograph of a highly magnified 
wood surface, to illustrate the 
honeycomb nature of wood texture 
that must be protected from traffic 
wear. Dura Seal is a penetrating 
emulsion seal of the oleo resinous 
type; the emulsion feature, accord- 
ing to the company’s research lab- 
oratories, allows the grain of the 
wood to be opened and raised to 
permit the sealing agents to pene- 
trate into every pore and fiber. 
Drying time is about eight hours 
per coat under normal conditions. 
Wood floors treated with Dura Seal 
won’t need resanding. The product 
completely seals keeps dirt 
on the surface for easy cleaning. 
Dura Seal comes in both dark and 
light finishes. Average coverage for 
two coats on hard wood is 450 sq. 
ft. per gallon . . . slightly less for 
soft wood. It is reported to cost 
less than lc per square foot. Sev- 
eral department stores and univer- 
sities have had Dura Seal on their 
floors for many years. Write In- 
ternational Chemical Co., Dept. AL, 
3140 S. Canal St., Chicago 16, IIl. 


Westinghouse Arrolite Display 

An illuminated, permanent point- 
of-sale display unit that provides 
countless uses on the sales floor or 
in the window is now being made 
available by the Westinghouse 
Electric Appliance Division. Called 
Arrolite, the display consists of a 
bronze-finished arrow mounted on 
a reflector cone with two bronze- 
finished rings on its outer edge. A 
plastic Westinghouse identification 
circle, lighted by a 40-watt bulb, is 
located in the center. The arrow 
directs the eye to a specific appli- 
ance display and at the same time, 
provides the retailer with strong 
brand identification. Arrolite can 
be used alone with the product or 
as an additional background fea- 
ture. The display unit is available 
as a single or double unit. The 
double unit also includes two “free 
standing” wall stands. Write Elec- 
tric Appliance Division, Westing- 
house Electric Corp., Dept. AL, 
Mansfield, Ohio. 



















DOOR & WALL 
PANELS 
CORNICES 
CHAIR RAILS 
CLOSET SHELVES 
MANTELS, etc. 


BENDIX 


mouldings & 
ornaments 


in 
traditional & modern designs 
A wide selection of embossed 
and deeply-carved wood 
mouldings available for im- 
mediate delivery. Write for 
illustrated catalog. 


BENDIX MFG. CO. 


192 Lexington Ave. 


Bh New York 16, .N. Y. <j 
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CONSUMERS 
PATCHING 
PLASTER 


- - - for cracks, holes 
and general repair 





Famous for 
QUICK SALES 
because it... 
Needs no sizing. 

Mixes white in cold water. 
Knits quickly to old plaster. 
Will not check or shrink. 


. Does not peel or crack. 


oP PP 


@ Available in 1, 2% and 5 |b. cartons; 


2, 5, 10, 15 and 50 Ib. paper bags; 100 
and 300 Ib. drums. 











ee 
ORDER FROM YOUR WHOLESALER 
OR DIRECT FROM US 


‘CONSUMERS GLUE CO. 


1515 N. HADLEY ST. ST. LOUIS 6, MO. 
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NAMES IN THE NEWS 











Attractive New Quarters of the Cermak Tile Company 


The entire office and display area 
of the Cermak Tile Company, Cleve- 
land, Ohio, is paneled in rich wormy 
chestnut. The office floors are covered 
with Wright Rubber Tile. On the 
second floor entertainment - and - dis- 
play area, Delaware Floor Covering 
was used. New, attractive furnish- 
ings have been used throughout. Nat- 
ural and artificial lighting in the en- 
tire building is excellent. 

Ample warehouse space has been 


provided to accommodate increased 
production facilities once raw ma- 
terial supply returns to normal. The 
entire warehouse and shipping area 
has been laid out for ease of ship- 
ment handling. According to Frank 
Cermak, president, the move to new 
quarters was made necessary by the 
rapid growth of sales resulting from 
increased consumer demand for plas- 
tic wall tile. 
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WESTERN WHOLESALERS 
STRIVING TO 


KEEP YOU SUPPLIED 


With their many mill contacts up and 
down the coast, these Western 
Wholesalers are doing their utmost 
to fill your needs from their various 
dependable mill connections. If one 
doesn't have the right stock, another 
probably does. When you need West 
Coast lumber contact these leading 
Western Wholesalers. 


WALES LUMBER COMPANY 


OLD NATIONAL BANK BUILDING 
SPOKANE - - - WASHINGTON 


Our 3lst Year 








Canadian Firms Merge 
Logging Operations 

In a joint statement issued January 
9, President W. Earl Rowe of Great 
Lakes Paper Company, Fort William, 
Ontario, and R. J. Prettie, president 
of Northern Wood Preservers, Ltd., 
Port Arthur, Ontario, announced in- 
tegration of wood cutting operations 
on their respective timber concessions. 

In full accordance with the forest 
policy of the Ontario government, the 
announcement said, all future cutting 
operations on areas held under their 
respective agreements with the Crown 
will be completely integrated. Larger 
sized timber that may be economically 
utilized for poles, ties, lumber, etc., 
will be delivered to Northern Wood 
Preservers’ saw mill in Port Arthur, 
whereas pulpwood encountered in 
such operations will go to Great 
Lakes Paper Company in Fort Wil- 
liam. 

While there is no particular change 
in the general policy of Northern 
Wood Preservers expected in the im- 
mediate future, long range plans for 
development of new products and ex- 
pansion in overall output are already 
under study by the two companies. 

The saw mill division will be 
speeded up and, while saw logs, poles, 
tie timber, etc., encountered in Great 
Lakes Paper Company operations will 
now be utilized by Northern Wood 
Preservers, nevertheless it is expected 
that Northern Wood will require 
more logs than are annually available 
from Great Lakes Paper operations 
if operation of the saw mill with a 
capacity of thirty to forty million feet 
annually is to be utilized. In addi- 
tion the treatment of 100,000 poles 


BuriLpING PrRopucts MERCHANDISER 


and 1,000,000 railroad ties annually 
is anticipated. 

Northern Wood Preservers produce 
Jack Pine, Spruce and Northern 
White Pine, with full planing mill 
facilities available and are in a posi- 
tion to kiln dry their product. 

The company is represented in the 
United States by C. P. Cormany, 308 
W. Washington St., Chicago 6, III. 


New Lumber Firm Organized 
in Kansas City 


Four executives of the O. A. 
Thompson Lumber Co., Kansas City, 
Mo., recently formed a new whole- 
sale and retail lumber organization— 
The Albert Tamm Lumber Company, 
and acquired a former Thompson yard 
located at 3037 East 18th St., Kansas 
City, Mo., as headquarters. The four 
men have a combined experience of 
146 years in the lumber business. 

Albert Tamm is president; Paul S. 
Statts is vice-president and treasurer; 
Charles F. Williams, 2nd vice-presi- 
dent, and Clarence M. Ross is secre- 
tary. The four formerly were re- 
spectively, board chairman, vice-presi- 
dent, and secretary-treasurer of the 
Thompson firm. For a period of 10 
years, Tamm served as president of 
O. A. Thompson Lumber Co. 

The Tamm Co. will operate a re- 
tail yard and store at 3037 East 18th. 
Other operations both wholesale and 
retail will be maintained at another 
location to be selected later. It is 
planned to offer streamlined service 
in Greater Kansas City, as well as 
the surrounding area, Albert Tamm 
explained. The new firm now employs 
more than 30 persons. 
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564 Market St., San Francisco 4, Cal. 








MAUK SEATTLE LUMBER COMPANY 


SEATTLE, WASH. 


WESTERN LUMBER MERCHANTS 
Eastern Office € Warehouse: 
THE C. A. MAUK LBR. CO., TOLEDO, O. 


Joseph A. Adair Lumber Co. 
520 S. W. Sixth Avenue 
Portiand 4, Oregon 


Carl E. Soderberg Lumber Co., Inc. 
1120 Old Nat'l Bk. Bldg., SPOKANE 8, WASH. 
PINE SPECIALISTS 


Malin 6954 Riverside 4335 


CURTIS LUMBER COMPANY 
613 PITTOCK BLOCK, PORTLAND 5, ORE. 
FOREST PRODUCTS 
Telephone: AT 6591 Teletype: PD572 


Duncan Lumber Co., Inc. 


818 Securities Bldg., Seattle 1, Wash. 
Specializing in Fir Gutter, all sizes and patterns. 


Morrill & Sturgeon 
Lumber Co. 


YEON BLDG., PORTLAND, ORE. 


Pacific National Sales Co. 


West Coast Lumber 


P. O. Box 1587, Tacoma 1, Wash. 
ALEXANDER LUMBER CO. 


814 Securities Bldg., Seattle 1, Wash. 
RAIL SHIPPERS @ WESTERN FOREST PRODUCTS 
Specializing in Western Red Cedar Siding 
Telephone MUTUAL 2606 TWX SE 532 

















Tee Meat of CHeBe) 











123 








VENIO 


STEEL 





Effortless Operation 


Gracefully designed, easy- 
moving Roto or Lever type 
Operators and locking 
handles, as specified. Exten- 
sion type hinge for ease in 
cleaning. 


Weathertight Seal 


Double contact construction 
gives snug fit. Positive cam 
action locking handle in- 
sures weathertight seal 
around perimeter of the 
ventilator. 


Lasting Service 
Solid steel sections; all 
corners electrically welded; 
cleaned and prime painted. 
A permanent installation. 


Write us for full information, also 
facts about Vento steel basement, 
utility and barn windows, Vento 
steel lintels for cost-saving block 
construction. 


VENTO Steel Products 


249 COLORADO. AVE. * BUFFALO 15,N. Y. 











Dura-seal Used as Visual Sales Feature 

Frank J. Schantz, Rochester, N. Y., builder, is using Zegers Dura-seal as an im- 
portant visual sales feature in his 100 home project. Dura-seal is reported to be 
less expensive than weatherstripping combined with any other type of sash 
balances. 





Burns-Y aak Purchased 


By J. Neils Lumber 


Paul Neils, president of J. Neils 
Lumber Co., Portland, Ore., announces 
that the J. Neils Lumber Co. of Libby, 
Mont., has purchased the Burns-Yaak 
River Lumber Co. of Troy, Mont. This 
adds a new unit to the manufacturing 
facilities and timber resources of the 
Neils company in the Libby, Mont., 
area. In addition to the big sawmill 
plant at Libby, the company also 
operates a large pole yard and treat- 
ing plant serving utility companies 
and other users of poles. 


Miller Lumber Incorporated 


The Miller Lumber Company, Kala- 
mazoo, Mich., has filed articles of in- 
corporation to extend the corporate 
term of the business for an additional 
30 years, it was announced Nov. 2. 
The extension will be from Dec. 29, 
1951. 


National Gypsum Acquires 
Newark Plaster Paint Div. 


National Gypsum Company, Buf- 
falo, N. Y., has purchased the Paint 
Division of Newark Plaster Co., 
South Kearney, N. J., and will trans- 
fer manufacturing equipment to the 
Gold Bond plant in New York City, 
according to Dean D. Crandell, vice- 
president in charge of dealer sales. 

“We are augmenting our paint pro- 
duction facilities in the Bronx in 
order to round out our line of in- 
terior wall paints and other paint 
products. Everett D. Shipman, with 
a background of 10 years in the paint 
industry with Devoe and Raynolds 
Co., has been named to develop and 
carry out a merchandising program 
for the expanded line,” Mr. Crandell 
said. 

In acquiring the Newark Plaster 
Paint Division, National announced 
that it will continue the manufacture 
of “Topper”, a nonpenetrating oil 
finish after its laboratory technicians 
finish current research to provide the 
product with greatly improved char- 
acteristics. “Topper” will be mar- 
keted in conjunction with the full 
line of Gold Bond Sunflex Products. 


Celotex Presents Sales 
Plan at Regional Meetings 


Promotional plans for 1951 were re- 
cently presented to Celotex sales rep- 
resentatives at a series of regional 
meetings held in Cleveland, New 
York, Chicago, New Orleans and Los 
Angeles. Highlights of the meetings 
were the release of new additions to 
the Celotex line of interior finishes 
which make it the most complete line 
on the market; two new sales promo- 
tion movies; and a new merchandis- 
ing service for dealers. In attendance 
at all meetings were Henry W. Col- 
lins, Celotex executive vice-president; 
Marvin Greenwood, general sales 
manager; Gates Ferguson, director of 
advertising and sales promotion. 

Barring an all-out war situation, 
Celotex anticipates an active year 
for the building industry in 1951, es- 
pecially in the remodeling market. 


Bird Features True-to-Life 
Settings for Shingle Display 


Believing that the fairest way of 
showing how different colors of 
asphalt shingle look “on the job” is 
to create a full, natural setting in 
proper perspective, Bird & Son’s 1951 
lumber dealer convention displays 
will be based on this idea. The Bird 
display unit presents three miniature 
homes, each home, from roof color 
to the ground, a careful blending of 
harmonizing shades and tones. The 
three homes are inset into a six-foot 
revolving column in the center of the 
display unit. 

Visitors to the Bird Booth at the 
various conventions will have ample 
opportunity to see the actual shingles 
and insulating sidings at close range, 
too. The unit has built-in storage 
space for 36 roofing and siding prod- 
ucts. 

A product being shown for the first 
time by Bird at a lumber dealer con- 
vention is Bird Silvercote, reflective 
insulation. Samples of all three types 
of Bird Silvercote, Simplex, Duplex, 
and Flexray, will be available. 

Bird is presenting the miniature 
home display and showing Bird Sil- 
vercote Reflective Insulation at lum- 
ber dealer and applicator conventions 
throughout the east, south, midwest 
and southwest. 
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Logged in 1936-1937 


HARDWOODS @ WHITE PINE © HEMLOCK 


Our sustained yield forest management policy for 
the past forty-two years is providing for current 
needs of today and future demands of tomorrow. 


DEFEND YOUR TRADE 
with 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 


Air-dried QUALITY LUMBER Kiln-dried 





1927 -« BRAND .-- /95/ 
















OAK FLOORING 





Your customers are assured 
lifetime satisfaction with Ozark 
Brand Oak Flooring. It is pro- 
duced from fine quality Mis- 
souri altitude-grown Ock Stock 
which has been properly sea- 
soned in Moore Cross-Circula- 
tion Kilns. It is accurately 
milled on modern machines. 
It is expertly graded in ac- 
cordance with NOFMA grad- 
ing rules. 


Try a shipment and see for 
yourself the fine quality of 
Ozark Brand. 









THE OZARK OAK FLOORING CO. 
MISSOURI 








TRADE MARK 
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SUSANVILLE 
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PONDEROSA PINE 


High Altitude, Soft Textured Growth 


Manufacturer and Distributor 


97] PAUL BUNYAN LUMBER CO. 





CALIFORNIA 

















) AND 
A N FARM YARD 
2 EQUIPMENT 


@ One source guaranteed @ Over 50 years’ experi- 
merchandise. ence. 
m™ @ Sales stimulating 


é @ On-the-spot “sales 
national advertising. 


Closing’’ assistance. 
You can count on the value of these factors bringing 
you MORE PROFITABLE barn 


2D x 
* equipment sales. Write TODAY 
Hi REVOLVING: for new, complete catalog. be 
HEAD VEN- , 
: ere Clay Equipment Corp. ey. 
ee ee 2510 South St. Rites 


Cedar Falls, lowa 








LITTER CARRIERS 
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STEEL J 
———__ ANIMAL PENS AUTOMATIC ELECTRIC VENTILATORS 


i] 
FARM GATES he: 


ELECTRIC BARN CLEANERS 
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SAWHORSE BRACKETS 


SET UP OR TAKE DOWN 
WITHOUT NAILS OR BOLTS 


2” x 4” FOR LEGS 










Timesaver for anyone in the building trades 
EACH PACKAGE A COLORFUL COUNTER DISPLAY 
Nationally advertised to building 

trades workmen. Order from your 


distributor, or direct, if he cannot 
supply you. 


GRAND HAVEN STAMPED PRODUCTS CO. 
GRAND HAVEN, MICH. 
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Thanks 


for your 


TREMENDOUS 
DEMAND 


for 
BRAUND 
BIRCH 


Carload Shipments 


BIRCH 
PLYWOOD 


Stock Panels 


Grades A-A, A-1, A-2, A-3, 
1-1, 1-2, 1-3, 2-2, 2-3, 3-3. 
All thicknesses: 1/3" to 34”. 
Complete stock sizes. 


BIRCH 
DOOR PANELS 


Grades available: 
A-3, 1-3, 2-3, 3-3, in 
1 and 3/16". All 
panels are 3-ply. 


All Birch plywood meets 
Bureau of Standards spec- 
ifications. 


BIRCH VENEER 


Rotary and Sliced Cut. 
Standard Thicknesses. 
Faces, Backs, Cross Band- 
ing & No. 1 Sheet Stock. 


L.C.L. 
SHIPMENTS 


now available from our 


new 
DETROIT 
WAREHOUSE 


including 


DOOR PANELS 
birch and gum |], & 3/16 


STOCK PANELS 


birch and gum all sizes 


SHEATHING 


fir and gum all sizes 


Specify your Requirements 


W. R. BRAUND 
COMPANY 
Suite 214, Dept. CD 
Wabeek Building 
BIRMINGHAM, MICH. 
Telophone—Midwest 4-3450-51-52-53 


Birmingham TWX 500 
Detroit Warehouse—Tel. TY 4-4095 

















THOMAS LEE WEAVER AND MRS. JOHN HENDRIX LOUGHRIDGE stand 











beside the portraits in wood presented to them by employes of the Pinellas 
Lumber Co. at their annual Christmas party. 


Employes Present Unusual Gift to Florida Firm 


Employes of the Pinellas Lumber 
Co., St. Petersburg, Fla., paid the 
company management an_ unusual 
tribute at the firm’s annual Christmas 
party with the presentation of two 
portraits in wood, one of Thomas Lee 
Weaver and the other of the late John 
Hendrix Loughridge. 

The portraits were executed by 
Earl Gresh in chinaberry, maple, 
pecan, magnolia, cherry, walnut and 
holly. Each picture is 30 inches wide 
and 36 inches deep. They are framed 
in mahogany with names of the sub- 
jects below. Also framed in mahogany 
was a parchment scroll, bearing the 
names of the 347 employes. 

The Weaver and Loughridge fam- 
ilies assumed ownership of the 
Pinellas Lumber Co. in 1923. Mr. 
Loughridge died in 1945. Souvenir 
books containing photoengraved re- 
production of the portraits and the 
scroll were presented to all employes 
at the party at which W. H. Goodwin, 
manager of the paint department, 
was master of ceremonies. 


Inselbric Shows All Light Mortar 
Shadowline in 1951 


Mastic Asphalt Corporation and its 
national sales affiliate, Jones & Brown, 
Inc., held their annual meeting on 
January 4, 5 and 6 at the Hotel Tray- 
more, Atlantic City, N. J. The pur- 
pose of the meeting was to give the 
personnel of the combined companies 
an insight into the new methods and 
new developments in the production 
and merchandising of Inselbric, na- 
tionally advertised as “The World’s 
Finest Insulating Siding,’ and Pitts- 
burgh Interlock Plastic Wall Tile, the 
—_ patented interlocking plastic wall 
tile. 

The keynote for the meeting was 
given by Clem J. Land, general sales 
manager of Jones & Brown, Inc. Mr. 
Land pointed to the extenuating con- 
ditions which will exist in the build- 
ing material field, because of the na- 
tional emergency program. E. N. 
Rosenthal, president of Jones & 
Brown, Inc., welcomed approximately 
50 members of the key personnel of 
both companies to start the meeting. 

To tie in the plans from every 
aspect of the products . . . from the 
manufacturing phase until the actual 
sale, Mr. Land turned over the chair- 


manship to his two division man- 
agers, George C. Kimball, the eastern 
division manager, who was chairman 
on the first day, and Joseph I. Harvey, 
the western division manager, who 
was chairman on the second day. Mr. 
Land, in order to give the overall 
sales and promotional policy of the 
combined companies, retained control 
of the convention on the third day. 

Of importance to siding dealer- 
applicators was the fact that Inselbric 
will be produced in all-Light Mortar 
Shadowline during 1951. 


Lumite Screening in 


Fifty 1951 Shows 


Lumite woven saran screening will 
be exhibited at approximately 50 na- 
tional and regional home and trade 
shows in 1951, James W. Veeder, ad- 
vertising manager of the Lumite Di- 
vision of the Chicopee Manufacturing 
Corporation, announced. Lumite 
screening will be displayed in its own 
booths in many of the major shows, 
and in distributor booths in the other 
shows. 

Among the larger home _ shows 
scheduled are the Home Show of St. 
Louis, Mo., Cleveland Home Show, 
Cleveland, Ohio, Oakland National 
Home Show, Oakland, Calif., Houston 
Home Show, Houston, Tex., and the 
Seattle Home Show, Seattle, Wash. 

At some of the larger home shows, 
three “animated” booths, 8’ x 10’, will 
demonstrate the salient features of 
Lumite screening, such as its “rust- 
proof,” “stainproof,” and “non-bulz- 
ing” qualities. 

In the trade shows other exhibits 
will be featured. The Lumiie 
“thumper,” a metal ball device w'!l 
demonstrate the high impact streng' 
of the material under continuo:'s 
pounding. 

Lumite’s new display rack for 19. 1 
will also be exhibited. In a minimu™ 
of space, this rack provides for sto’- 
ing, measuring, cutting and di-- 
pensing screening of six different 
widths. 

“Our exhibits at the leading hon 
and trade shows will demonstrate 
the public the unusual strength 
the Lumite screening,” Veeder stat: 
“They will also point up the fact th. 
Lumite screening does not stain, ccr 
rode or bulge, and needs no paintine. 
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FOREST PRODUCTS 
L t! M It T E OD 


DOUGLAS FIR 
PACIFIC COAST HEMLOCK 
WESTERN RED CEDAR 
SITKA SPRUCE 

K NE SHINGLES BLA 


REO C SIDING 


* RED CEDAR SHINGLES 
| Specializing in Cross Arms, Cedar and Spruce Siding 
| SAWMILL DIVISIONS 


COWICHAN - VICTORIA - VANCOUVER - HAMMOND 
HEAD OFFICE 
VANCOUVER, CANADA 


SALES AGENT: H. R. MACMILLAN EXPORT CO. LTD., VANCOUVER 





BRITISH COLUMBIA 














JAMES W. SEWALL COMPANY 


Consulting Foresters 


MAIN OFFICE: 


OLD TOWN, MAINE 


Phillips & Benner 
Ruttan Block, Port Arthur, Ontario 
Established 1910 











MIXED CAR SERVICE on SHED STOCK 
For the RETAIL TRADE, Featuring: 


"Satin Finished” 
Soft-textured Yellow Pine Finish, Mouldings, 
Paneling, Ceiling, Siding and Flooring 


“Shed .Conditioned” in the Rough AFTER KILN DRYING 
to insure Accurate Machining 


APPALACHIAN WHITE PINE PANELING 
BALDWIN LUMBER COMPANY 
CORNELIA, GEORGIA 


On the Main Line of SOUTHERN RAILWAY 
Offering FAST DISPATCH in all Directions 
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Buitpinc Propucts MERCHANDISER 











SOUTHERN PINE 
HARDWOOD FLOORING 
SOUTHERN HARDWOODS 


Urania’s Modern Facilities, 
Backed by Giant Tree Farm, 
Assure You SERVICE 


Urania's completely modern facilities assure 
you well-manufactured lumber. Urania's 
130,000 acres of timberland operated as a 
tree farm assure you a continuous supply 
source. 


The quality of Urania lumber and flooring 
have won an enviable reputation among 
buyers over the past 50 years. 





For lumber and service that few concerns 
can match, call on Urania. 


Straight or mixed cars of Urania Southern 
Pine, Hardwood Flooring and Southern 
Hardwoods. 












STRAIGHT CARS 
MIXED CARS 


including 
lumber, plywood, doors 


DOUGLAS FIR 
WEST COAST HEMLOCK 


Prompt (r=) Dependable 
Shipment : Values 
rc THE GRISWOLD LUMBER Go. , 


Manufacturers and Wholesale Distributors 


FAILING BUILDING PORTLAND 4, OREGON 
Telephone ATWATER 8319 


AFFILIATED Carlton Manufacturing Co. L. H. L. Lumber Corp. 
CARLTON, OREGON CARLTON, OREGON 
\ wu INTERESTS: 1S Millien Feet Annve! Cur 45 Million Feet Annvel Cut 
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LOU DEXTER 


Company-Owned Subsidiary 
Announced by National Brass 


Lou Dexter, president, National 


Brass Company, Grand Rapids, Mich., 


announced the formation of a com- 
pany owned subsidiary, Dexter Lock 
Company. Since the product name 
“Dexter Lock” has become better 
known in the trade, according to Mr. 
Dexter, than the manufacturer’s 
name, it seems advisable to incor- 
porate the name of Dexter in the 
company name, which is being done 
by means of a _ subsidiary. 


To quote Mr. Dexter, “The purpose 
is to avoid possible confusion in the 
trade as to the makers of Dexter 
Locks. At the present time there are 
a total of four hardware manufac- 
turers having the word ‘National’ in 
their corporate name. One of these 
makes tubular locks similar in gen- 
eral design to the Dexter. This simi- 
larity of product as well as company 
name may cause confusion. Since the 
word ‘Dexter’ with reference to locks 
is a trade name, registered with the 
U. S. and Canadian Patent offices, it 
cannot be copied or imitated by others 
without liability.” 

An underlying objective of the sub- 
sidiary is to give a greater division 
between the Dexter Lock line, and 
the general hardware line of the 
National Brass Company, that .em- 
phasis may be placed on the 28 years 
of experience of Dexter Locks, and 
the fact that Dexter is the original 
tubular and fully covered by the Life- 
time Warranty. 

The general line of hardware, 
which includes screen door, shelf, and 
miscellaneous finishing hardware will 
be made for the time being, under 
the name of National Brass Company. 

The officers of the Dexter Lock 
Company will be the same as the Na- 
tional Brass Company, and no change 
of present personnel is contemplated. 


Cassidy New J-M President 
Leslie M. Cassidy, formerly vice- 
president for sales, has been elected 
president of Johns-Manville Corp., 
succeeding R. W. Lea, who retired. 
Two other officers were advanced 





OPEN DOORS 


“GpeaTeR SALES. 


SLIDING DOOR HANGERS! 


The GRANT No. 11 series, Snap-On Carriers for lightweight 
panels are easy and economical to install. The Snap-On 
Carriers feature Tenite ‘‘Silent Glide’’ rollers and Self- 











Aligning Pendant Studs that snap into the carrier housings, | . 


allowing for quick installation or removal of panels. The y 








Carriers are available with either aprons or top plates. 
(Load capacity: 20 Ibs. per penel). For heavier doors (up to 
50 Ibs.) the GRANT No. 16 hanger is recommended. Its 
advantages are nylon rollers for silent operation, center 
hung, three adjustments, self aligning, hanger cannot 
jumo the track. For multiple unit doors, specify the GRANT 


No. 1720 hanger. 


RANT also manufactur 


G 
SASH PULLEYS + DRAWER SLIDES + STAGE CURTAIN HARDWARE 


CURTAIN & DRAPERY H 
HOSPITAL CUBICLE HARDWARE 


HARDWARE + SHEAVES & 


TRACK 


Write Dept. L1 for complete illustrated literature. 





+ GRANT PULLEY & HARDWARE CO. 


-87 WHITESTONE PKWY., FLUSHING, L. I., N. Y. 
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LESLIE M. CASSIDY 


at the same time, Lewis H. Brown, 
chairman of the board and chief ex- 
ecutive officer announced. Clifford F. 
Rassweiler was named vice-president 
in charge of research and develop- 
ment. He will organize and direct a 
new planning board and will serve as 
assistant and alternate to the chair- 
man. 

Adrian R. Fisher was named vice- 
president in charge of all asbestos 
mining and a member of the board 
of directors. He has been vice-presi- 
dent and general manager of the as- 
bestos fiber division. 

J-M’s 92nd annual report disclosed 
that sales, earnings, production, wage 
and dividend levels were at the com- 
pany’s highest levels in 1950. Sales 
rose from $162,580,782 in 1949 to 
$203,272,945 in 1950. Earnings before 
taxes last year were $42,848,095, 
which was $17,591,183 more than in 
1949. Taxes totaled $20,033,604. 


New Firm to Make California 
Redwood Furniture 


Organization of the John Hancock 
Manufacturing Co., which will pro- 
duce California redwood indoor and 
outdoor furniture, has been announce: 
in San Diego, Calif., by John Hancock, 
president of the new firm. The com- 
pany has purchased the redwood prod 
ucts division of the Solar Aircraft Co. 
Mr. Hancock resigned executive 1 
tions with the Newport Steel Co., of 
Elkhart, South Bend and Indianapolis, 
Ind., to organize the new firm. 

The indoor California redwood line 
has been put into production since 
Hancock began negotiations with So- 
lar. It was designed, as was the ou' 
door patio line, by John MeArthu:. 
who went from Solar to Hancock : 
designer and furniture sales manage: 


The firm will maintain omnes 
displays of both the indoor and ou'- 
door lines at the American Furnitu:: 
Mart in Chicago and the Western Me'- 
chandise Mart at San Francisco. ‘t 
will nave displays at the principal 
shows each season, including those «t 
Los Angeles and Dallas, Tex. 


AMERICAN LUMBERMAN © 























whi, 
ex- 

F. 
ent 
Op- 
cS a 
- as 


air- 


ice- 
stos 
ard 
esi- 


as- 


ysed 
age 
om- 
ales 

to 
fore 
095, 
1 in 


ia 














(SALE=2 SALES 


WHEN YOU BOOST 


| ZONOLITE* PLASTER! 








Add-a-Sale Plan 
Gives Extra Profits! 


Just five littke words: ‘““How about Zonolite Aggregate, too”— 


every time you sell plaster—and watch how your profits grow. 
It’s amazing how often you can make a double sale—it’s amazing 
how often your customers will be back for more for their next job! 

It pays to boost Zonolite Plaster Aggregate—it not only paysa 
larger profit than sand and gravel, but it takes less storage han- 
dling, no shoveling, no tugging, no special equipment. And your 
customers are happy for the suggestion—for it saves them weight 
and handling costs—leftovers can be moved to the next job—it 
completely eliminates the old problem of the frozen sandpile. 

Why not get the whole story? Write today, dept. AL-21. 
for complete sales-kit folder. 


*Zonolite is a registered trademark. 


ZONOLITE CO. 


igo 3. LA SALLE ST. 
CHICAGO 3, ILLINOIS 















KIRBY 


Lumber Corporation 


@ Yellow Pine 
@ Southern Hardwoods 





"A Wood for Every Purpose” 
KIRBY BUILDING HOUSTON, TEXAS 





"Is it as Good as Kirby's?” 

















TWX EG-058 


SCHAECHER-KUX LUMBER CO. 


Distributors of Forest Products 
P. O. Box 1215, EUGENE, OREGON 


Phones: 5-2379—5-5141 


4 4» 


Specializing in 
CEDAR SIDING, BOAT CEDAR 
K.D. DOUGLAS FIR, FIR PLYWOOD 








Burtpinc Propuctrs MERCHANDISER 
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make 
more 
sales 

--- more 
profit 


Feature the 
THOMASON 
FLUSH DOOR 


(ALL-WOOD THROUGHOUT) 


If you are a building material dealer, it will be 
definitely to your advantage to investigate the 
sales possibilities of the THOMASON Flush Door 
in your territory. 


WRITE TODAY FOR NAME OF 
YOUR NEAREST DISTRIBUTOR 


Sold Only Through Distributors 


THOMASON 


PLYWOOD CORPORATION 


FAYETTEVILLE « NORTH CAROLINA 





Extra features bring you EXTRA PROFITS with 
Majestic 
CIRCULATOR FIREPLACE 


Pople! 
pudget 
price 


Efficient — 
will not 


Fits any 
mantel 
style 


“nn 


featuring the 


Exclusive Heat-Boosting “RADIANT BLADES” 


PLUS patented poker control-and ‘‘angle seals’’ 


COOL AIR 


Costs no more than ordinary fireplace, yet this 
ready-built unit turns any fireplace into an 
efficient heater. Wide heat-radiating fins guide 
cool air over hottest surfaces for greater heat 
output. Send for latest details. 


The Majestic Co., 303-B Erie St., Huntington, Ind. 





Also makers of Outdoor Fireplace units. Write today. 
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YOU’LL PROFIT 
WAYS with 
MOISTURE 
REGISTER 
Mod. DC 2 





“Cash in” on 


SELL IT * extra profits. 


Write today for special dealer 
offer. 


USE IT! 


Moisture Register -- 


@ Protects you on lumber 
purchases 


@ Eliminates complaints and re- 
jects at time of sale 


@ Prevents losses from 
improper grading 


@ Saves time in setting up and 
stacking in your yard 


@ Increases customer satisfac- 
tion and goodwill 





Model DC2 Mois- 
ture Register in use in yard of Ed Fountain Lumber Com- 
pany, Los Angeles. DC2 also used in Ed Fountain Mill at 
Medford, Ore. 


Tests 6 to 29% accurately in 3 seconds or less. 
Rugged, portable. Price $89.50 with I-year 
guarantee. Pocket size Model DC! for buyers’ 
use in field, $75.00. 


10-DAY FREE TRIAL 


on either model. No obligation! Write today. 
Write for complete information on Moisture 
Register instruments designed especially for the 
textile, leather, wood and paper industries. 




















EFLELTRONE 
lie | fd. by 
i Moisture Register Co, 
1510 West Chestnut St 


Alhambra, Calif. 
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A. G. Ballester Elected 
Kyanize Vice-President 


The Boston 
Varnish Com- 
pany of Everett, 
Mass., has an- 
nounced that A. 
G. Ballester has 
been elected a 
vice-president of 
the corporation. 
He will continue 
actively in the 
Chicago Branch 
with which he 
has long been associated. 

Mr. Ballester’s career has been one 
of distinguished service to the “Kyan- 
ize” line. Employed as a salesman 
in 1910, he did special cooperative 
work with dealers in the east, south 
and middle west for several years. 
From 1914 to 1924, with base at Syra- 
cuse, N. Y., he served dealers and dis- 
tributors in central and western New 
York state. 

Then in 1924 he was made eastern 
field manager and served in that ca- 
pacity until two years later, at which 
time he moved to Chicago to become 
manager of the Chicago Division. 

Mr. Ballester was elected a direc- 
tor of the company in 1925, and his 
additional election at this time to be 
a vice-president, culminates 40 years 
of devoted service to one company 
that is matched by very few individ- 
uals in the paint and varnish indus- 
try. 


Burt Coldren, Lumber 


Firm Pioneer, Retires 

Retirement of Burt Coldren, chair- 
man of the board of directors of the 
Hallack & Howard Lumber Company, 
was announced by the company. Mr. 
Coldren, one of the oldest active lum- 
bermen in the west, had completed 
62 years with the Halleck & Howard 
Company, which, during his term of 
service, grew from a small planning 
mill and yard to one of the largest 
firms of its kind in the Rocky Moun- 
tain Empire. 

In 1888, at the age of 25, Mr. 
Coldren joined the company as man- 
ager of the yard in Hastings, Neb. 
He was next a traveling auditor until 
the retirement of Charles Hallack, 
one of the founders, at which time he 
was elected treasurer of the company 
and appointed its general manager. 
In 1922 he was elected president of 
the firm and elected chairman of the 
board in 1947. 

Mr. Coldren is being replaced as 
chairman by I. F. Downer, also a 
long-time member of the firm. 

Officers elected to the board at a 
recent meeting are C. W. Fischer. 
president; F. G. Coldren, vice-presi- 
dent and general sales manager; U. R. 
Armstrong, vice-president in charge 
of sawmill operations; S. R. Trythall, 
treasurer and credit manager, and 
R .G. Downer, secretary 


COMPANIES ANNOUNCE 
Forrest F. Beil, Director of Re- 
search, Curtis Companies Incorpo- 
rated, Clinton, Iowa, manufacturers 
of Curtis Woodwork, was recently 
elected vice-chairman of Forest Prod- 
ucts Research Society, mid-western 
section. The Forest Products Re- 


search Society is a nation-wide o:- 
ganization, composed of technical me 
from all fields of business. Mr. Beil 
was elected at a recent meeting he!d 
in Rockford, IIl. 


A. Fletcher Marsh, president of the 
Marsh and Truman Lumber Company 
(Chicago), after three years of ou:- 
standing service, has been succeeded 
as chairman of the board of directors, 
YMCA Hotel of Chicago, by William 
H. Barnes. Mr. Marsh’s work in this 
2,000-room hotel, world’s largest “Y” 
residence, has spanned over a period 
of 22 years as a member of its board 
of directors; the last three as chair- 
man. Mr. Marsh will continue io 
serve on the board. 

Hugh C. Beelman, president of the 
Knudsen and Mercer Lumber Coni- 
pany, Chicago, has again been named 
secretary of the board. All in all, 
Mr. Beelman has served on the “Y” 
Hotel’s board for the past 28 years. 


J. Wells Steinwart was recently ap- 
pointed Special Factory Sales Repre- 
sentative by the Wallace Manufactur- 
ing Co. of North Kansas City, Mo. 
He will service jobber accounts for 
Wal-lite, Satin-lite, Grani-lite, and 
accessories in Wallace’s complete line 
of decorative wall panel products. His 
territory covers Ohio, Indiana, Michi- 
gan, Western Pennsylvania and part 
of West Virginia. 


Spencer A. Tucker has just been 
appointed works manager in charge 
of manufacturing & engineering for 
the Weisberg-Baer Company, Long 
Island City, N. Y. Mr. Tucker was 
formerly general manager of the For- 
est Box & Lumber Co., Long Island 
City, and prior to that, president of 
Tucker & Company, a New York City 
firm of consulting engineers. Mr. 
Tucker, well-known in engineering 
and management circles, is the author 
of numerous articles in various trade 
and professional journals as well as 
several texts on management and in- 
dustrial processes. He holds several 
patents in various fields and is Lec- 
turer to Evening Graduate Students 
at Columbia University’s Engineering 
School. 


The Sisalkraft Company, manufac- 
turers of Sisalkraft waterproof, sis«l- 
reinforced protective papers and Sisa- 
lation reflective insulation, announces 
the appointment of a new manager of 
its San Francisco office. Robert S. 
Youngberg, formerly in charge of the 
Sisalkraft Road Sales Department 
(for curing concrete highways), has 
taken over the position recently va- 
cated by the retirement of P. M. (Pat) 
Olsen, who had been associated with 
the company many years. Mr. Young- 
berg, who formerly lived in Evanston, 
Ill., has established his home and 
family in San Francisco. 





RESULTS OF DEALERS' 
OWN SURVEY 


(continued from page 80) 





wiring, metal lath, wire fen: - 
ing, wallboard, and insulation. 
The list is somewhat long:r 
than it was a year ago. 
Because some replies cat.i- 
loged all metal items under o11e 
head while others mentioned 
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BURNER with 
CONE GRATE 


* Burns 25°, More 
* With 75% less smoke and 
cinders. Fool proof 
We Also Build 
BOILERS — 5 TO 1200 H.P. 
TANKS and STACKS 


STRUCTURAL STEEL 
FABRICATORS 
MERS. om HEADS 


e Stock 
Straight Ay Bent Boiler Tubes 


SEATTLE BOILER WORKS 


ow in Our New aaa Modern Plant at 5237 E. Marginal Way 
SEATTLE, WASH. 











CIRCULAR SAWS 
REPAIRED 


Worn out Inserted Tooth Saws retoothed like new 
to slightly less in diameter. 


Only genuine Simonds Bits and Shanks used. 


Over 50 years’ experience 


J. H. MINER SAW MFG. COMPANY 
Meridian, Miss. 


The original Miner Service 





| Write for free Lumber & Log Scale — Dept. A 








TANNEWITZ otc e 


for Swing Saws 
S AV t Ss: $30 to $50 A MONTH 
LUMBER AND LABOR 

30 ieee Free Trial 


ORDER NOW OR SEND FOR 
CIRCULAR 


TANNEWITZ WORKS 


GRAND RAPIDS 
MICHIGAN 





in the service of 


LUMBERMEN 





tion 
in protec 
e Speci tom ber industry: 
@ professional safety engineers. 
© more than 90 
coast to coast aie Gain offices 


Substantial dividends have been returned to 
policyholders since organization in 1912. 


Lumbermens |W GU7 GY 


Operating in New York state as 
Lumbermen’s Mutual Casualty Company of Illinois 


dames S$, Kemper, chairman ¢ H. G. Kem resident 
' Chicage 40 wad 


BuitpING Propucts MgRCHANDISER 








L. A. Lb. 


Lumber Corp., Carlton, Ore. 


Manufacturers 


Douglas Fir 


A Sustained Yield Opercitiza 


E. J. Linke, Pres. Guy Haynes, V. P. 
Graham Griswold, Secy. & Treas. 

















RUSSELL & PUGH 
LUMBER CO. 


SPRINGSTON, IDAHO 


—— White Pine Ponderosa Pine 

Douglas Fir 

White Fir 
Cedar 
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ASK YOUR WHOLESALER FOR OUR LUMBER 











1 KILN\DRIED 


YELLOW 
PINE 


W. M. McGowin Lumber Co. (azmerns 


Etc. 
PINE APPLE, ALABAMA 











IF YOU read this cartoon, 
you can be sure YOUR cus- 
tomers will read it too if it 
appears in YOUR newspaper 
advertisements. These 
"Timber-r-r'' cartoons were 
prepared especially for Lum- 
ber Yard advertising. Mats 
of 104 cartoons now ready 
in | and 2 column sizes. 


Write to 


LIL-AD FEATURES, 


"it's a little run down—but a few dol- RFD 3, Santa Ana, Calif. 
lars will put it in tip top shape."' 






































WANTED 
YARD MANAGERS 


TO REMODEL 
20,000,000 HOMES 








MOST OWNERS HAVE SUB- 
STANTIAL EQUITY, CASH IN 
BANK AND ARE EASY TO 
FINANCE 





HELP — HELP 


Send photo and rough floor 
sketch for 


FREE 
SUGGESTIONS FOR 
REMODELING 


LUMBERMAN’S PLAN SERVICE 


120 Machin St. Peoria 5, Ill. 











specific metal items, the above 
summarization may mislead 
the reader to believe that gyp- 
sum lath and board is in short- 
er supply than metal items. 
However, if all the specific met- 
alitems mentioned were grouped 
under metal items, the result 
would be that metal items were 
mentioned twice as often as 
gypsum products and exceeded 
the listing of gypsum products 
in each of the eight areas. 

Predictions as to the volume 
of business expected in 1951 
by broad classifications when 
compared with 1950 indicated 
that: 

New House Construction will 
decline 40%. Of those replying, 
94% felt ‘the trend would be 
down. Their judgment close- 
ly approximates the informal 
estimates by NPA and 
H&HFA’s announced goal. 

Industrial Building will in- 
crease 14.4% over 1950. This 
is a smaller increase than NPA 
estimates. Probably NPA econ- 
omists have access to informa- 
tion about war plant construc- 
tion which has not yet reached 
the field; 60% predicted an in- 
crease; 27% felt volume would 





be the same as in 1950; 13: 
felt that in their areas there 
would be a decline. 


Commercial Building will de- 
cline 414%. NPA estimates a 
modest increase instead of a de- 
cline. Only 25% of those reply- 
ing to my survey felt there 
was a possibility of an increase 
while 45% felt there would be 
no change from 1950 and 30°; 
felt that the volume would 
drop. This estimate from the 
“Grass Roots” (or should I say 
from the “city pavements’’) is 
particularly significant in view 
of NPA’s subsequent action in 
putting this type of construc- 
tion under permit so that they 
could keep it from being a 
runaway market taking much 
critical material. Erroneous es- 
timates by government statis- 
ticians can thus seriously af- 
fect an industry and the coun- 
try’s economy. It is my belief 
that estimates of dealers at the 
source of this business will 
prove to be far more accurate 
than those arrived at by other 
means. 

Farm Building will improve, 
but in a meager 6% only. All 
areas in which there is farm 








AVOID ERRORS and SPEED-UP 
LUMBER CALCULATIONS with the 


*Lumber Caleulator - 





55 page book of tables with accurate lumber calcula- 
tions—from 1 x 4” to 8 x 8” including 5/4 and 6/4 
widths up to 22 feet newly revised in handy 4” x 64,” 

pocket size. You can determine exact board feet in 
any number of pieces with this quick, easy-to-use cross- 
reference calculator. Only $1.00 per single copy. Quan- 
tity lot prices (imprinted with your name) on request. 


HILL PRINTING COMPANY 


P. ©. Box 151-A El Paso, Texas 
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C. E. Klumb Lumber Company 


C. E. (ROY) KLUMB, Sr., Owner 


Wholesale Lumber Distributors 


i i i i i i i i i ie 








An Experienced Lumber Service That Knows the 
Producer's Problems and the Buyer’s Needs. 


CRYSTAL SPRINGS, MISSISSIPPI 
“In the Heart of the Deep South” 


Phone 169 P. O. Box 391 











/ HEATHER BRAND 
OAK FLOORING 


IN MIXED CARS WITH 
KILN DRIED—YELLOW PINE 








Finish, Boards, Dimension, 
Ceiling, Siding 


MIXED CARS A SPECIALTY 


SCOTCH LUMBER CO., INC 


FULTON ALABAMA , 























LEAVER’S OFFICIAL ESTIMATOR 


New, revised edition of the above publication is 
available for immediate distribution. This is the long 
waited for edition which gives quick and accurate 
results. Is officially recognized by the Office of Price 
Administration, National Wooden Box Assoc. and 
manufacturing lumber and dimension products indus- 
try throughout the United States, Canada, and 
Mexico. 


Substantially bound and indexed, size approximately 
9 x 11 — $15.00 per copy, postpaid. 


American Lumberman, 139 N. Clark St., 
Chicago 2, Ill. 
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husiness look for an increase 
but none expected it to exceed 
last year’s total by more than 
15%. 


Modernization will increase 
by 12.6%. Here again all areas 
looked for some improvement. 
Sixty-seven percent of those re- 
plying expected their modern- 
ization sales to increase; 19% 
felt it would just about equal 
1950’s figures; only 14% felt 
that it would be less than in 
1950. 

So much for the picture for 
the country as a whole. When 
these figures are broken down 
into the eight regions, one is 
again impressed by the narrow 
range of difference between 
areas, as the accompanying 
chart indicates. 


The following pertinent com- 
ments were made by dealers 
who furnished information for 
this survey: 

Suggest you add military to 
your breakdown of sales. We 
expect good business from this 
source. 


We hope to get into building 
defense housing or making am- 
munition boxes. 


Prefabs will take big  per- 
centage of what home building 
there will be. 


Material shortages will not 
retard home building if starts 
are reduced 50% as government 
predicts; but potential home- 
owners are cautious, hesitate 
to start. 

Kverything in the metal line 
is getting harder to get. 

We expect wage increases of 
10:7 to cover increased living 
costs. 

We had an unusual year in 
volume and profits but 1951 
will be off 25%. 

We are developing plans for 
a selling campaign to keep vol- 
ume up if we can. 


—— on Regulation 
Hasn’t affected volume yet 
due to tremendous backlog in 
FHA offices. 
_ iiffeet is largely psycholog- 
lea}, 

l{asn’t as yet knocked out all 
the speculative building. A 
builder is talking of building 
1,000 houses here. 

No effect yet, but without 
doubt we will feel it in the 
Spring. 


Buitpinc Propucts MERCHANDISER 


Has definitely stopped plans 
for 1951 on large low-cost 
tracts. 

Our builders planning to 
build $15,000 to $18,000 homes 
—no more $10,000 homes. Asa 
result they will build 50% less 
than in 1950. 

Without Regulation X our 
business would still be booming. 





VALUE OF TREATED LUMBER 
GROWING 


(continued from page 98) 





ents are added to the penta- 
chlorophenol petroleum solu- 
tion to resist moisture pickup 
and consequent dimensional 
change, warping, checking, 
swelling, grain raising, etc. 
The Forest Products Labora- 
tory developed several years 
ago equipment for testing rela- 
tive efficiency of these water 
repellents, and this “Swello- 
graph” machine type of test 
has been made an additional 
Standard of the N.W.M.A. 
Briefly described, it gives a 
mechanical and magnified 
reading of the comparative 
swelling of treated versus un- 
treated wood when submerged 
in water. 


The American Wood Window 
Institute is currently doing a 
remarkable job of public rela- 
tions and advertising on the 
merits of wood windows. One 
of the features of this advertis- 
ing program is that treated 
wood windows are durable as 
regards decay and termite at- 
tack, and resistive to dimen- 
sional change. Only wood win- 
dow units up to high standards 
of fabrication are being pub- 
licized, and one of the stand- 
ards is proper open tank 
treatment with approved water 
repellent preservatives. 


By 1900 the growing wood 
preserving industry in this 
country had proven to the rail- 
roads the 4 to 1—service life of 
cross-ties pressure treated with 
creosote versus untreated ties. 
By 1925 the utilities had 
learned the value of pressure 
treated poles. Today the sales 
horizon of the wood-preserving 
industry is extended to the very 
important fields of treated 
wood for residential and farm 
use. 
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} / | for OLD Windows 
/ — 
: 
INSTALLS IN ANY WINDO 


WITHOUT TOOLS 


The new STAINLESS STEEL 
QUIKI Window Control is a long 
life window control spring that can 
be easily installed in both new or 
o!d windows. Just the thing to take 
the place of ailing sash cord or to 
cut the cost of installing new win- 
dows. Fits sashes 1%4” or thicker. 
No tools, nails or screws are needed, 
and can be installed in old windows 
without removing the sash. Just 
slip it in! Specially designed 
prongs will hold. Only one QUIKI 
Window Control required to each 
sash. Mounted two to an instruc- 
tion card, the QUIKI Window 
Control retails for 20c a pair. 


Safe ... Simple... Strong 





or write us. 





Ask your jobber 

























“aap. ( Here's the one that 
L WON'T SHRINK 


This modern plastic in 
powder form makes 


lasting repairs in 









Most dealers report: (A 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
ear.” What’s more, 
urham’s Rock- 
Hard Water Putty 
ives you by far the 
st profit-margin on_ 
any product of this 

















larly. Many patching materials may shrin 


industrial users. Order from your jobbe 


wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 


fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or six 
4-1b. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-Ib. drums for 


tile, 





DONALD 


RHAM 


COMPANY 


k 


r. 


The PLASTIC Repair Material 


in POWDER Form 
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ADVERTISING 
PAYABLE IN ADVANCE 


American Lumberman & Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classi- 
fied advertising section in its field. 
All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 
6 point style. No cuts or special borders 
allowed. Please indicate classification de- 
sired. Publisher reserves right to classify. 
edit or reject any classified advertisement. 
No agency commission or cash discount 
allowed. 
Terms — Cash With Order 
Minimum Charge $2.00 
Rates: 
1 Time —10c per word for each insertion. 
Minimum charge of 50c per line. 
3 Times —9c per word for each insertion. 
Minimum charge of 45c per line. 
6 Times — 8c per word for each insertion. 
inimum charge of 40c per line. 
26 Times —7c per word for each insertion. 
Minimum charge of 35c per line. 
For advertisements bearing box number count 
five extra words. There are approximately 
5 words to a line and when less are specified 
or used, regular line rate is charged. 
When answering box numbers or mailing 
copy for ads address them to: 
AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, Ill. 








HELP WANTED 


EXPERIENCED DETAILER AND BILLER 
Must be capable of taking job measurements, 
making detail drawings and piece billings for 
our Architectural Wood-working Plant. 

FORT WAYNE BUILDERS’ SUPPLY CO. 

Fort Wayne. Indiana 


MILLWORK ESTIMATOR—large millwork firm 
needs experienced, capable man to make 
take off from plans, lists for shipping, and 
details to shop. Must be accurate, steady 
and sober. Write fully stating age, experi- 
ence and salary required. Post Office Box 
5909, Washington 14, D. C. 











; SALESMAN WANTED 
Experienced salesman to cover Northeastern 
Illinois for wholesale building products con- 
cern. Address Box J-26, American Lumber- 
man, Inc. 


DOUBLE END TENONER OPERATOR 
We need a man of proven ability to take 
charge and operate a new Challoner No. 720 
motorized machine which we are now in- 
stalling. He must be sober, steady and come 
with good references. This will be a per- 
manent position at a good salary for the right 
man. Write or apply to: Harry A. Prock 
Cabinet Company, Glenside, Penna. 


WANTED IN OUR DRAFTING DEPARTMENT— 
A competent draftsman capable of drawing 
houses, barns and other farm buildings, esti- 
mating materials, etc. Salary consistent with 
applicant's ability. Opening is in our General 
Office at Dubuque, Iowa. Make application to 
Spahn & Rose Lumber Co., Dubuque, Iowa, 
giving complete details of your training and 
experience. 











CLERK, either male or female, for order desk, 
wholesale lumber yard; full or part time: 
lumber experience necessary; typing experi- 
ence helpful but not essential; vicinity E. 49th 
and Harvard. Salary. Apply in own hand- 
writing, Post Office Box 1771, Newburgh 
Station, Cleveland 5, Ohio. 





Large lumber concern entering wooden box 
and crate business in Chicago wants experi- 
enced production man willing to invest. Give 
full particulars as to experience. Address 
Box J-32, American Lumberman, Inc. 





HELP WANTED 


MILLWORK ESTIMATOR 

Wanted by long established, but still growing 
concern located in North Eastern Indiana. 
Give full particulars of your experience as 
an estimator and other experiences such as 
selling, detailing and billing, etc., age, salary 
expected and how soon your services may 
be available. Address Box G-40, American 
Lumberman, Inc. 











Wanted 

Experienced detailer and biller of special 
millwork for every kind of building including 
schools, churches, office buildings, etc. When 
applying give full particulars of your experi- 
ence, your age, salary wanted, and how 
soon available. Address Box G-39, American 
Lumberman, Inc, 





Wanted: Building Materials salesman 35-45 
years old capable of running an office, dic- 
tating letters, buying and selling Yellow 
Pine and Pacific Coast Lumber as well as 
other building material items such as sash, 
doors, etc. Advise if you have a car and 
state when you can start to work. State 
salary expected, your experience and give 
references. Job will be permanent. Address 
Box J-30, American Lumberman, Inc. 


MILLWORK ESTIMATOR 

Large, long-established Middle West mill- 
work Jobber and special work manufacturer 
needs a young man able to read average 
residential plans and list and price stock 
and odd millwork therefor. There is an 
excellent opportunity for advancement in a 
permanent position. Group and hospitiliza- 
tion insurance available immediately, profit- 
sharing after five years. Give full particulars 
as to previous experience, personality and 
reference. Address J-31, American Lumber- 
man, Inc. 








Wanted: Experienced estimator and inside 
salesman capable handling retail sales. Send 
trade and character references with applica- 


tion. W. C. Powell Lumber Co., Overton, 
Texas. 
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MILL SUPERINTENDENT ; 
Experienced, detailer and biller, energetic, 
good expediter, able to handle men, for long 
established modern custom woodworking 
plant in connection with retail lumber yard. 

CARTER-LEE LUMBER CO. 

Indianapolis 7, Indiana 


SITUATIONS WANTED 


GENERAL MANAGER—PLANT SUPT. 
Competent Estimator, Detailer & Biller, with 
25 years’ experience supervising and selling 
special and stock millwork. Good health. 
Familiar Cost Book A. Available at once. 
Address Box H-49, American Lumberman, 
Inc. 

















SALES REPRESENTATION 
WANTED 


Wanted: Manufacturer’s Agent or Representa- 
tives covering wholesale sash & door, build- 
ing material and hardware trade to sell na- 
tionally advertised Tension Type Screens jor 
double hung wood windows in the states of 
New York, Connecticut and New Jersey. 
Must have allied lines. Sales to wholesale 
jobbers only. Write Box H-44, American 
Lumberman, giving complete details, lines 
handled, territory covered, men _ traveling 
and experience. 











WANTED: IN PITTSBURGH, BUFFALO 
OR CLEVELAND AREA 


well established wholesaler of lumber, mill- 
work, plywood or building materials to ware- 
house and distribute a Wood Window Unit of 
exceptional merit sponsored by a _ large 
manufacturer. Unusual opportunity for quali- 
fied wholesale concern. Address Box J-28, 
American Lumberman, Inc. 








SALES REPRESENTATION 
AVAILABLE 


MANUFACTURERS REPRESENTATIVE: Hard 
hitting salesman in building material field 
with established following among jobbers, 
dealers, lumber yards, etc. in Chicago and 
surrounding territory seeks line of milled 
products; also connection with lumber mill; 
excellent record as executive salesman in 
building field. Interested in volume item 
Address Box J-37, American Lumberman, 
nc. 














LUMBER & DIMENSION 
WANTED 


Wholesale distribution yard desires to make 
direct mill connections for dry yellow pine 
sheathing. Lumber Specialties Co., Granger, 
Indiana. 


BUSINESS WANTED 


Retail Lumber Yard in moderate climate. 
Prefer County Seat town. Will invest 
$25,000.00 or more. ny | confidential. Ad- 
dress Box H-45, American Lumberman, Inc. 


WANTED TO BUY— 
MISCELLANEOUS 


RAILS WANTED 
Any weight—Any tonnage 
W. H. DYER CO., INC. 
1859A Railway Exch. Bldg., St. Louis 1, Mo. 



































MILLWORK SUPERINTENDENT 
Detailer-Biller. years of experience, large vol- 
ume detailed millwork. Good expediter. Ad- 
dress Box F-24, American Lumberman, Inc. 





Thoroughly experienced in special millwork 
detailing. billing, listing, some estimating, 
management, supervision, know machines, 
bench and men. Able to direct others. Sober, 
reliable. Can give best references. Address 
Box J-33, American Lumberman, Inc. 





Man, 40, with 15 years’ experience in Met. 
New York area, seeks permanent position as 
yard manager. Solid wholesale and retail 
background. Fully acquainted with sales 
and service to general contractors, indus- 
trials and builders. Experience also includes 
purchasing, accounting and general super- 
vision. Relocate anywhere 30 days. Address 
Box J-34, American Lumberman, Inc. 





Experienced Lumberman speaking English, 
French, Dutch and German, having sold his 
B. C. lumber operation, is going abroad 
about March visiting most European countries 
except Russian controlled, going as far as 
Greece and Egypt. Would be interested in 
selling lumber, lumber products or any other 
exportable products of Western America. 
Would be glad to contact interested firms. 
Address Box J-20, American Lumberman. Inc. 


February 


STEEL RAILS WANTED 
Any Quantity — Any Size 
Secure our price before selling 
MIDWEST STEEL CORPORATION 
Charleston. W. Va. 


Wanted—Lumber, Shingles, Doors, Plywood. 
in carload lots, for immediate delivery. Leon 
Green, 2009 Fannin St., Houston, Texas. 








~ BUSINESS OPPORTUNITIES — 


_— 








FRANCHISES OPEN—NO COST 
ALL ALUMINUM ARISTOCRAT STORM SASH 
—525 fabricators in 48 states represent Vulcan 
Metal Products with attractive profits from 
local fabrication. We manufacture, furnish 
direct representation to set up production. 
sales and training. This is your opportunity. 
VULCAN METAL PRODUCTS COMPANY 

5015 19th Avenue. North 

Birmingham. Alabama 

LUMBER MEASUREMENTS 

PHILADELPHIA 35, PA. 


"NEW MACHINERY FOR SALE. 











Heavy Duty Gang Ripper. made by Sinker & 
Davis. Never used. K. Tyra Co., Tyra 
Minn. P. O. Forest Lake. 
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10, 1951, AMERICAN LUMBERMAN © 





